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Prepare for Slipper Promotion NEW YORK, SEPTEMBER 10, 1932 


What goods do all shoe stores sell in 
common—independent, chains, shoe de- 
partments? Do you know that slip- 
pers represent 10 per cent of the units 
of footwear sold in stores in the United IN THIS ISSUE 
States and that the crest of that 30,- 
000,000 pair market is in the months 
ahead. Merchants need to prepare 
their slipper motion on the basis of 
what we will present in this issue. The Pain Killer By Rex Beach 

Do you know that it is cheaper to 

ive quality in rubber footwear with 

tte pina oe four cents a pound? As a Tailored and Double Duty Shoes By Ruth Harrington 
result a new market for more useful 
overshoes lies ahead. It costs more to | Get the Money By Murray C. French 
blend the tar and substitutes than it 
does to give a quality that we have not | Convince Your Customers That Quality 

= in rubber footwear for a genera- Is Worth’ the Price By E. R. Breck 
10n. 

We take all of the accessory items 
and give them a fashion show of their 
own in this issue. 

Taking an old shoe pattern and | My Life of Style By Julius Goldberg 
punching it full of holes or braiding it 
with thong may be styling for sweet Every Good Window Display Starts with 
economy’s sake; but in this issue we How to Plan a County Fair Display.. 32 
hope to indicate vigorous originality in 
Palm Beach patterning. 
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HEN I. Miller founded this busi- 

ness 30 years ago, he had one 
ideal in mind —to create the most 
beautiful women’s shoes made in 
America. 


The I. Miller organization as it stands 
today is a glowing tribute to its founder 
and substantial proof of the fact that 
he lived up to his ideal. Quality was 
always a fetish with I. Miller. It still 
is with his successors. I. Miller did 
not know how to make a cheap shoe. 
Neither do we today. 


Much has happened in American busi- 
ness in the past quarter century. New 
stores, new manufacturers, new styles 
have come and gone. Prices have fluc- 
tuated. And finally, a cyclone hit us 
all just as we began to consider our- 
selves a race of super-business men, 
far beyond the reach of the long arm 
of economics. 


But during all that time and right up 


By 

MR. GEORGE MILLER 
President 

I. MILLER & SONS, Inc. 


to the present moment, we who are 
carrying on the work of the founder 
of this business have kept one ideal 
in mind—to continue to create the 
most beautiful women’s shoes in 
America—without sacrifice of quality 
or reputation. 


During the trying period of the past 
three years we have maintained our 
position as the acknowledged leaders in 
the quality shoe field. Like other intel- 
ligent manufacturers, we have learned 
the “new-day economy.” The new 
I. Miller retail prices represent shoe 
value such as has never before been 
offered to the women of America in 
quality shoes. I. Miller Beautiful Shoes 
and Wingait Walking Shoes, 10.50; 
I. Miller De Luxe Shoes, mainly 12.50. 


ws 


Now is the time for far-seeing mer- 
chandise managers and store owners 
to investigate the I. Miller proposition. 


@ |. MILLER 


ELY AND HARRIS STS., LONG ISLAND CITY 
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The VOICE of the TRADE 


_ C. Stubbs 


of Plainview, Tex., says: “I for 
one am tired of hearing bankers 
quoted as the last word in business 
procedure, as eminent financiers, 
etc. The bankers haven’t shown 
that they have the brains nor the 
backbone to prevent such a situa- 
tion as came to its peak in 1929. 





They certainly are not in a position 


to criticize or to give advice after 
the mess they have made of their 
own financial affairs. We doubt 
if there are very many business 
failures that can’t be traced direct- 
ly or indirectly to some banker and 
so there is no justification whatever 
for putting on the pressures that 
lead to business failures. 

“The Reconstruction Finance 
Corporation has loaned millions of 
dollars to the banks, but there is 
still nothing to indicate that the 
banks have loosened their grip on 
the medium of exchange in this 
country; the little upturn in busi- 
ness that has so far taken place 
may ‘be safely attributed to causes 
entirely aside and apart from bank- 
ers.” *x* xk * 


The famous Universal 
Sandal out of Los Angeles, pioneer 
in the sandal vogue, is still subject 
to controversy. 

We now learn from the daugh- 
ter of Samuel Goldberg that her 
father owned the shoe repair de- 
partment in the James P. Burns 
shoe store for many years. It was 
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he who in 1917 made the patterns 
and designs for this sandal. He 


- in turn gave Mr. Morgan and Mr. 


Burns his patterns, 
ideas. 

Now in closing the controversy, 
let us emphasize the fact that first 
credit after all must go to the late 
James P. Burns who ventured 
money for advertising and promo- 
tion to popularize that famous san- 
dal. Many an idea with potential 
possibilities has never come out of 
confinement because of the lack of 
a merchant to venture his good 
money. te 


M., M. Nankin 


of Miami, lla.—after making a 
wide circle tour of all the shoe cen- 
ters, reports to us that sandal pat- 
terns will be very good this com- 
ing season—but not the extreme 
styles. The designs will be more 
moderate than heretofore. White 
shoes should be exceptionally good 


SANDAL PATTERNS &— 


BA Bh NRE NS 


designs and 


for the next Southern season in 
both high and military heels. In 
discussing conditions with different 
shoe manufacturers, Mr. Nankin 
finds “there are prospects of an in- 
crease of 5 per cent in shoe prices 
in the near future. The reason for 
the advice is found in the strength- 
ening of the commodity markets, 
notably hides, leather and rubber.” 
e 0 4 


Goeorge E. Roberts, 


vice-president of the National City 


11 


Bank of New York, states: “There 
is a wealth of good writing these 
days on business subjects, and 
young men should be alert to these 
offerings. It is well to know what 
is being written about one’s own 
business and it is more important 
now than ever before to be in- 


~) 'LL_TAKE THE 
(" SET 


, 


formed upon the general economics 
of business. One cannot afford to 
depend upon learning everything 
by his own experience, for expe- 
rience is a high-priced teacher.” 


_ * Ss 


The University of Vienna, 


through its Business Research De- 
partment, under the direction of 
Professors Buhler and Lazarsfeld, 
has just completed a study of shoe 
merchandising in Vienna, Austria. 

Two definite conclusions came 
therefrom. The first conclusion 
was that the bureau discovered that 
42 per cent of all customers enter 
stores because of window displays. 
The second conclusion was that 
many persons feel antagonistic 
toward sales people because they 
suffer from a feeling of inferiority 
in the presence of some sales peo- 
ple—which causes them to buy 
shoes unsuited to taste, purse and 
foot. kok Ox 


Ulacteimed money. 
The amount of unclaimed deposits 
in Toledo banks, closed more than 
a year, is another indication of how 





careless people are with their 
money, even in periods of acute 
financial distress. Toledo has been 
hit hard by the depression, the 
closing of four banks in the city 
exemplifying its financial difficul- 
ties. 

More than a year after the banks 
were closed depositors have failed 
to claim roughly $1,294,000 in spite 
of pleas made by the State banking 
department that owners make ap- 
plication for the money. If the 
funds are not claimed, they revert 
to the State of Ohio. The average 
amount due each individual, based 
on the 91,000 persons who have 
failed to make claims, is only about 


$15.00. 


*x* * * 


Many shoe men 
have been guests of Mr. and Mrs. 
Will A. Knight at Knight station 
on the Willamette River, Oregon. 
They now have the opportunity to 
join with us in salutations to Miss 
Sarah Jane Knight, daughter of 
Mr. and Mrs. Knight, who recent- 
ly married R. Russell Oliver of 
Seattle. 

The ceremony was held at the 
Knight estate. It was quite the 
smartest social event in Oregon in 
August. Following the ceremony, 
the young couple departed for a 
trip to the North. They will make 
their home in Portland. 


*x* * * 


Sknerntion shoes ! 
Ed Wynn is superstitious in a sen- 
timental sort of way. He still has 
the same pair of high shoes which 
he wore in his first big success. 


Resoled time and again and 
patched over and over again where 
the leather has worn away, Wynn’s 
shoes are one of the traditions of 
the musical comedy stage. 

Ed Wynn is not the only one. 
Janet Gaynor has her pet supersti- 
tion for she won’t go on a lot to 
start a new picture unless she is 
wearing the shoes she wore in 
“Seventh Heaven.” 


—A modern-day business paper publisher 
must, of necessity, be close to reliable 
sources of economic news and trends. 

—Therefore, it’s especially gratifying at just 
this time, to report a preponderance of 
good news and improved sentiment 
throughout industry generally. 

—Fear is being replaced by confidence, 
more people are being put back to work, 
values are being more fairly judged, and 
a new concept of profit is being en- 
gendered in all directions. 

—lIn other words, sanity is again in control 
of man and his destiny. 

—And that’s half the battle won in our 
campaign to bring back prosperity and 
peace of mind. 


5 OE oe 5: = li 


President. 





Avthur Gale 


opens September with a new and 
important trade connection—The 
Tradehome 
Paul, Minn.—after a very success- 
ful management of the shoe depart- 
ments of the Powers Mercantile 
Company, Minneapolis, Minn. 

Like a good executive, he has 
trained his assistant who now re- 
places him in charge of the Powers 
departments. He says: 

“T feel very proud over the fact 
that I have, over a period of time 
and with deliberate effort, trained 
my assistant to take my place. It 
really seems a pity that, any con- 
cern should have to go outside of 
its own organization for executive 
material for no assistant should 
ever be employed who doesn’t pos- 
sess possibilities as a potential buy- 
er and manager when the opportu- 
nity arises.” 

Mr. Gale, as executive for the 
Tradehome Stores (a dozen or 
more) voices this opinion: 


“T have a great deal of hope for. 


the future success of family shoe 
stores. It is evident that they are 
in a healthier condition, particular- 
ly at this time, than any other re- 
tail distributor. It is my opinion 
that their adjustments have been 
made more completely and with 


Shoe Stores of St. - 


less damage to their structure than 
either the larger chains or the de- 
partment stores. Their progress is 
accelerated by the fact that manu- 
facturers today are eager to do 
business with well-established in- 
stitutions that show by their effi- 
cient management possibilities of 
profitable operation.” 

* * Xx 


A. H. Geuting 


says: “Changes in the mental atti- 
tude of the people will be reflected 
in their desire to purchase, and as 
these conditions change more fa- 
vorably, they will grade up. Keen 
retailers must be alert to this new 
era. With an ingenious mind, they 
will create styles with an appeal not 
forgetting that ‘extreme prices— 
too high or too low, will not bring 
about the attention of the largest 
number of buyers.” 
*x* * x 


Cieorss F. Baum 


of the Big 4 Shoe Store Company, 
Inc., of Corsicana, Tex.—in busi- 
ness since 1898—says: 

“T think we have already arrived 
at the end of the depression. Peo- 
ple are feeling a little bit better. 
Around here we raised a wonder- 
ful field crop of oats and corn. 
Our cotton crop is just a fair one, 
and we stand to get 714 or 8 cents 
for it. The farmer is also looking 


out for himself. An average farm- 
er with four or five people in his 
family, has a food reserve of 200 
cans of corn, 200 cans of tomatoes, 
200 cans of okra, 200 cans of soup, 
100 or 150 cans of chicken, 150 or 
200 cans of beef and 150 to 200. 
gallons of syrup. The money he 
derives from his hogs, cattle and 
farm products he can put into 
clothes, etc., as he does not have to 
buy as generally from the grocery 


store.” 
* * * 


Put 0. Campbell 
of Middlesboro, Ky., in the Har- 
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lan Coal County section, says: 
“The day of value giving has ar- 
rived. Men want quality in shoes 
and it follows that they must have 
style. Therefore it is up to most 
shoe stores to give the utmost value 


in shoes obtainable at the price.” 
* * * 


A prominent Brooklyn 
merchant writes: 

“It seems to me that primarily 
the shoe business is the most 
abused line of merchandise in the 
country and yet the most essential. 
What I would like to know is how 
the large operators are able to con- 
tinuously advertise ladies’ $3.50 
and $4.00 shoes in the thousands of 
pairs at 97c. I am in the retail 
business and in my buying of shoes 
the cheapest wholesale price is 
$1.35 and they aren’t fit to sell; 
and here the big fellows offer $3.50 
and $4.00 shoes for 97c. How do 
they get that way? 

“It’s true that manufacturers 
get now and then a few cases of 
cancellations and rejects but who 
is feeding the big operators with 
footwear at such ridiculous prices, 
for if the selling price is 97c., what 
would be the purchase price? 

“How long can the manufactur- 
ers continue to get everything for 
nothing? This practice is demor- 


alizing the business!” 
x * x 


4d 
Waite burgundy 


by no means represents the largest 
selling color in our suede kid,” 
says Sol Agoos of the Allied Kid 
Company, “it is one of the major 
highlights. Burgundy suede kid 
accounts for 15 per cent of our 
total sales of suede kid thus far 
this season. The volume, however, 
is in black, amounting to 60 per 
cent of the total. Brown comes 
next with 20 per cent; and scat- 
tered sales of blues and other col- 
ors make up the remaining 5 per 
cent. 

“Brown, instead of black, is the 
biggest seller in our three lines of 
smooth kidskin. In this part of 
our business, brown has given us 
about 58 per cent of our volume, 
black 29 per cent, blue 6 per cent, 
and scattered colors such as fawn, 
etc., amount to 7 per cent. 
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“August shipments of leather 
will greatly exceed shipments dur- 
ing August of 1931 and show an 
increase, furthermore, over July of 
this year.” 





W. E. Morgan, 


general manager of the C. A. Ver- 
ner Company of Pittsburgh, Pa., 
warns shoe merchants to be extra 
gareful in cashing bank checks. 
The checks in question have been 
made out on Union National Bank 
of Pittsburgh paper, made payable 
to Bill Jones or Bill Smith and 
signed by a well known insurance 
company. They have all the ap- 
pearance of being wage checks. 
The method is for the individual 
to select a pair of shoes and to ten- 
der the bank check, thereby getting 
the balance in cash, plus the shoes. 
Be doubly cautious in cashing 
pay checks these days. 
* * * 


P re-school sales 
in the New York district have been 
exceptionally large. Women and 
girls, innocent of college education, 
with no intention of ever attending 
an institution of higher learning, 
are in the market for distinctive 
college clothes and footwear. The 


majority of stores have added col- 
lege girls to their organizations to 
cater to this pre-school demand. 


+> 4268 


John A. Bush, 


president of the Brown Shoe Com- 
pany, St. Louis, was quoted in the 
financial papers the country over 
as saying: ‘““The week ending Aug. 
29 was the best selling week since 


1929.” 
* * * 


J . 8. Arnold 


of Arnold’s, Mobile’s largest shoe 
store, established in 1840, says: 
“We sell nothing but leather shoes. 
We carry a big line of conservative 
shoes in all grades of ladies shoes 
from $1.95 to $6.00 and men’s 
$3.00 to $10.00. Our infants’ and 
children’s department is complete 
and also a large stock of men’s 
work shoes. There have been great 
changes in the quality and selling 
of shoes in the number of years I 
have had the business, and espe- 
cially the great changes in doing 
business—but there is no change in 
the spirit of service—shoes must 
be fitted right to be worth their 
price. 
“We are in the same store, three 
stories high, that the business was 
established in and the only changes 
we have made were a new front 
and the inside fixed up-to-date— 
good service hasn’t been changed in 
92 years. 
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The PAIN KILLER 


REX BEACH 


tells of an almost legendary doctor whom 

neither fame nor fortune can lure from his 

obscure cottage where he conducts the largest 
‘one-man medical practice” in the world. 


Permission for re-publication of this copyrighted article 
frou HEARST’S INTERNATIONAL COSMO- 
POLITAN, August issue, has been granted by H. P. 
Burton, Fditor, and we express our appreciation. 


railroad lives a country doctor who has probably 

the largest private practice in the world. He treats 
as many cases daily as most large hospitals. Last 
summer, according to his own statement, he treated 
between eight hundred and a thousand people a day, 
and when he takes off his collar, strips down to his 
shirt sleeves and things are clicking, he attends to 
them at the rate of three a minute. 

His practice is likewise perhaps the most unusual in 
the world, for he has no secretary, he keeps no books, 
he makes no appointments and he knows but ‘few of 
his patients by name. Furthermore, he does business 


on a cash basis. DR. M. W. LOCKE 


|: a small Ontario village six miles from the nearest 


The powerful hands that 
relieve bodily ills by manip- 
ulating the feet. These 
hands treat three people a 
minute. Those whc have 
never been to Doctor Locke 
refer to him as the “toe- 
twister” but most of his pa- 
tients call him the “miracle 
man. 
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There is no catch about this. He is not a veter- 
inarian or a piscatorial specialist on the staff of a 
fish hatchery; he is a licensed M. D. with a diploma 
from two medical schools, one Canadian and one 
Scotch ; his patients are real people suffering from real 
ailments. They come to him in automobiles or busses, 
and the plates on their cars bear the initials of every 
province in the Dominion and every State in the Union. 


Hi. scale of prices is as 
extraordinary as his practice. It isn’t a scale at all: he 
has a fixed fee of one dollar, for those who can affor« 
it. If you consider it a bit steep he makes no charge 
whatever. That dollar covers one, two or three treat- 
ments a day, depending upon how many he thinks you 
need. You keep your own accounts and settle when 
you leave. Many patients pay him nothing; no one 
has ever been able to pay him more than his fixed rate 
although a number have tried. , 

His name is Doctor M. W. Locke; he lives at Wil- 
liamsburg, about forty miles from Ottawa, Canada. 
He specializes on feet, treating them bloodlessly, 
almost painlessly, but the most incredible cures are at- 
tributed to him and his income is reputed to top that 
of any specialist in Canada. It is claimed that he 
cures rheumatism, neuritis, sciatica, arthritis, ete. 


"Fees who have never been to 
Doctor Locke refer to him as the “toe-twister” but 


most of his patients call him the “miracle man.” Cer- 
tainly, no specialist in the Dominion has ever received 
the word-of-mouth advertising he has had of recent 


Dr. Locke in his open-air clinic at Wil- 
liamsburg, Ontario, where he treats daily 
as many cases as most ‘hospitals. Last 
Summer, according to his own statement, 
he treated between eight hundred and a 
thousand people a day. 
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years. That pleases him, naturally, but he takes no 
great pride in his success; he seems more amused 
than gratified by it and is naively delighted that peo- 
ple come so far to see him. 

“Why, they’re here from California, Maine and 
Florida,” he tells you. “Of course there’s nothing 
miraculous about my work: I’m no so-called ‘healer.’ 
[ studied in Edinburgh where they pay more atten- 
tion to feet than anywhere else, and I’ve developed a 
theory and a technique of my own. Nobody can feel 
well if his feet are sick. I put my patients’ feet right 
and Nature does the healing.” 


= must be something to 
his contention, for sufferers in ever-increasing num- 
bers are flocking to hitn, month by month, season by 
season. Bus lines from Ottawa and other points 
carry signs ‘Williamsburg and Doctor Locke,” and 
snowplows keep the roads open in wintertime to ac- 
commodate the traffic. 

I heard of him quite by chance at an informal party 
in Ottawa, where | had gone for a week of rest anc 
golf and where Canadian hospitality and a pair of 
weakened arches threatened to interfere with both. 
Two rounds over hard-baked fairways had left me 
limping; my arches were lower than the Dow-Jones 
stock-market average. 

[TURN TO PAGE 42, PLEASE] 


This article reflects the impressions of the author as 
a result of his visit to Dr. Locke and we publish tt 
for its human interest value and not as carrying an 


endorsement.—_E DITOR. 


At work on a patient's foot. Twenty 
seconds usually suffice for a complete 
manipulation. 


Patients waiting in front of Dr. Locke's 
office. They come from everywhere 
to be treated ‘through the feet.” 





Tailored and Double Duty Shoes 


Ten Million Working Women Com- 
prise a Market That Every Wo- 


men’s Shoe Store Should Cultivate 


Above, a typical 

coat for 
Fall, illustrating a 
trend in fashion that 
will appeal to the 
smart business wo- 
men and call for 
smart, tailored types 

of shoes. 


By RUTH HARRINGTON 


The woman who earns her own living 
and stands on her own feet is a good prospect for 
shoes. A report recently issued by the United States 
Census Bureau shows just how important she is as a 
factor in merchandising. This report, which has 
wide publicity in the past few weeks, is an Analysis of 
Occupations based on the last census figures. It tells 
us that over 10,000,000 women are “gainfully em- 
ployed.” Over a quarter of the entire feminine popu- 
lation. And that figure is steadily and substantially 
on the increase, as comparison with the last census 
figures show. 

These ten million working women, good times or 
bad, are in the market for clothes, cosmetics 
and shoes. For when jobs are scarce and competition 
is keen, business women need all the more to keep up 
appearances and put a best foot forward. 

Department stores have been giving such business 
customers special attention. Many stores have set 
aside an evening, or have, at least, kept later hours one 
day a week, to serve the people whése working sched- 
ule makes shopping difficult. “Until further notice,” 
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for Women Who Go to Busiriess 


Veree Teasdale and Maureen O’Sullivan in ‘‘Skyscraper Souls,’”’ 


says a sign in Macy’s window, “this store will be 
open on Thursday evenings until 6.30.” 


Here's a Thought for Shoe Retailers. 
Why shouldn’t shoe stores give over an extra hour, 
some special thought and attention to this Grade A 
group? These women are spending money now. 
They have to. As times get better their expenditures 
will increase. It’s a clientele worth considering 
and developing. F 
Back in the eighties and nineties, when the inven- 
tion of two “business toys,” as they were called, the 
typewriter and the telephone, launched so many 
women into business, the business type was unmis- 
takable. You could tell her a block off by her look of 





a Metro-Goldwyn-Mayer production 


earnest purpose and the stiffness of the starch in her 
shirtwaist ! 

Today a well-dressed business woman looks no dif- 
ferent from any well-dressed woman. She wears 
what is most becoming to her and makes herself just 
as charming as she can. But on the whole she goes in 
for a greater number of tailored things than does her 
stay-at-home sister. To the average housewife a 
tailored outfit like the one photographed at the left 
would be an ‘extra costume” and therefore an extrav- 
agance.. To the business woman it is very often her 
stock in trade, because it suits her life and because 
tailored clothes are infinitely more colorful and attrac- 
tive than they used to be. . 

[TURN TO PAGE 36, PLEASE] 





Four Fall patterns of 
the type that busi- 
ness women prefer. 
Thong lacing joins 
kid trimming to 
suede in the practi- 
cal oxford at the ex- 
treme left. A typi- 
cally new treatment 
of tip and foxing is 
shown in the second 
shoe. The third is a 
graceful side - lace 
oxford for semi-dress 
wear. The new cut- 
outs are higher, as 
shown in the last 
pump. 
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THE MONEY” 


In Condemning High Pressure Selling Have 
We Swung Too Far the Other Way? 


"GE 


By MURRAY C. FRENCH 


W at has become of the old- 
fashioned salesmanship—the kind that approached 
every customer with a smile and a determination to 
sell that customer something—the kind that took a 
lost sale seriously to heart—the kind that delighted 
in matching wits with, and getting the money from, 
a hard customer ? 

You're right; it’s gone! High-pressure salesman- 
ship we labelled it, and then we buried it as being 
unfit for use in “the modern shoe store.”’ 

In its place we are developing, either consciously 
or unconsciously, an attitude on the part of sales- 
men that must be described as passive. If not even 
spineless. 


We call it dignified restraint. The customer calls 
it indifference. And are we any better off for the 
change? Or worse? 

In our holy horror of high pressure tactics are 
we leaning backward to the point of losing sales un- 
necessarily, yet at the same time offending just as 
many customers ? 

In a nutshell, the problem reads: Which ts more 
likely to offend the customer, over-urging or seem- 
ing indifference? 

A plea for more life and vigor in salesmanship 
comes from Jesse J. Thompson, of Hunter-Thomp- 
son Co., Salt Lake City. He contends that any 
seeming indifference or lack of interest “dissolves” 


WE +AVE SOMETHING, 
WSTA LITTLE BETTER 
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WANTED, A NAME! 


High Pressure Salesmanship is taboo. On the other extreme Passive or Indifferent 
Salesmanship is even worse. 

Who has a name that will describe the ideal type of salesman for the modern store? 

Aggressive—Heads Up—Active—Enthusiastic—Up and Coming. Those are the 
characteristics. But what word or term will express them the best way? 


the customer’s desire to buy; it gives her a feeling 
of insignificance; it is therefore a greater evil than 
over-urging might be. 

‘‘A salesman may be very urgent and still be very 
diplomatic,” Mr. Thompson continues. “Some feel 
that if a salesman is persistent he is necessarily an- 
tagonistic. This is entirely wrong. Persistence is 
an admirable quality. It does not always demand 
an immediate decision. 


“| pa 

t does not indicate 
It does mean the salesman 
never gives up because of a trivial objection from the 


an argument or dispute. 


customer. Persistence impels him to work till the 
sale is made or all efforts have been exhausted. 
When that happens in our store the salesman gives 
the customer his card with a notation of the size and 
style in question as a further evidence of his interest 
in the transaction. This courtesy builds good will 
and brings back many a customer.” 

Ask your customers what quality they dislike most 
in a salesman. One answer will predominate, indif- 
ference. Some salesmen boast that they never “sell” 
a customer ; they simply show the goods and let the 
customer sell herself. 
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Others call that a very dangerous practice, for the 
salesman’s careful effort to avoid undue urging may 
be interpreted by the customer as an insulting “‘take it 
or leave it” attitude. Furthermore, the customer 
doesn’t live who can see at a glance all the various 
qualities of the shoes shown her. They must be 
pointed out. That is only another name for “sell- 
ing.” 

With very few exceptions, the customer likes to 
be “sold.” She is complimented when the salesman 
gets right down to serious business and puts forth 
his best arguments for his merchandise. It makes 
her feel, “Well, this store must consider me some- 
body and my trade worth having, to be so anxious 
to sell me!” 

Yet in spite of the fact that indifference is fatal ; in 
spite of the fact that people like to be “sold,” there are 
still merchants whose instructions to their salesmen 
consist largely in curbing the “high pressure” ten- 
dency, with little emphasis on the dangers of seeming 
indifference. 

My first boss had a habit of asking a salesman, 
when he had finished with a customer, “Did you get 
the money?” Unconsciously “get the money” became 
a slogan in that store. 

[TURN TO PAGE 36, PLEASE] 





Convince Your Customers That 


Selling Slippers at a Profit in the Shoe 
Store Calls for Faith in Good Merchandise 


By E. R. BRECK 


Treasurer, Daniel Green Company 


Merchandising of house slippers 
at a profit is not essentially different from the selling 
of any other article in a shoe store. After all it is 
simply a question of whether one has faith in and en- 
thusiasm for the thing one is selling. 

I do not want to be one of those pests who is always 
telling the other fellow how to run his business, but 
perhaps a few observations which we have made over 
a long experience may be of benefit. 

We have seen so many merchants build up a worth 
while house slipper business by following certain 
methods and so many fail by adopting other methods 
that it would seem that there is a right way and a 
wrong way. It is in the hope that these few sug- 
gestions may really aid in making a greater profit 
that this article is written. 


First of all let us point out that the production 
of house slippers last year represented more than 
11 per cent of all footwear made in this country, 
and in these times of needed turnover that is de- 
cidedly an item not to be overlooked. 


Indoor footwear is not restricted to the bedroom 
bathroom slipper nor yet the house slipper. While 
both of these staples have a big place in every home, 
a still bigger field is covered by the slipper built for 
the leisure hours on the porch or during home enter- 
taining. 

These are no longer a fad for the wealthy but have 
become a real necessity. If you observe the women 
of your own family you will likely notice that many 
of them, returning from a shopping tour, will change 
from their street shoes to their more comfortable 
house slippers often before they remove their hats. 

Present day styles of street footwear, in achieving 
their beautiful lines, had to sacrifice the ease of the 
older fashions and in no small measure have made 
necessary the comfortable indoor slipper. Yet in 
spite of this need many women change to an old worn 
street shoe, thus not only spreading their feet .but 
making them unsightly as well. We feel, therefore, 
that in spite of the huge production of slippers today 
the field for them is ever increasing and needs just 
that extra sales impetus to bring reward to the mer- 
chant who seeks it. 


“Yes,” I can hear some merchant saying, “but the 
department store is selling them for 79c. and I can’t 
compete.” 

If you will bear with me I will digress here a mo- 
ment and talk about values. 

In the conversations which you casually hear in 
public places as well as in those in which you are a 
participant, one is impressed with the confused think- 
ing of the public on the question of values. 

The consumer is perplexed and annoyed, but is it 
entirely his fault? Instead of trying to enlighten him 
have we not passed on his irritation to wholesaler, 
manufacturer and producer of raw material until we 
have brought about a stalemate. 


i cite an instance, a broker 
points out that the price of raw wool in the grease 
in Texas is down 50 per cent from 1929 prices and 
demands that a finished article in which wool is an 
important factor should be down 50 per cent. 

This man is not stupid—he simply is uninformed. 
No one has taken the trouble to tell him that heavy 
wool in the grease must be hauled to the railway— 
must pay freight rates from Texas to Boston—must 
be hauled again to a washery and bleachery and go 
through several processes before it becomes fit for use 
and that the costs of all these various steps have been 
reduced little if any from the 1929 level. It is not 
his business to know, but it is someone’s business to 
inform him and not allow him to feel that in pur- 
chasing the finished article he is being cheated. 

Instead of taking that course, many merchants have 
tried to meet this consumer’s idea of what the right 
price should be by grading down to a point where 
the finished article is in proportion to the raw ma- 
terial reduction and so passing on to the consumer 
merchandise which is so unsatisfactory as to cause 
him to give up buying entirely or to go elsewhere for 
his next purchase. 

We have all seen shirts looking much alike selling 
from 85c. each to $5 each and we see slippers as well 
in as broad a range. Is there any difference and if so 
what is it? Should we as merchants take the time to 
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Quality Is Worth 


explain that difference or should we let the price tag 
do all our selling for us. 

It is freely predicted that in the next three to five 
years a new group of quality merchants will appear 
and that those who have tried the game of price 
and volume which belongs to the big department and 
chain stores will be absorbed or cease to exist. 


F is to be hoped that this 
prediction will not come true as there are thou- 
sands of merchants today who are the leaders in their 
communities simply because of the reputation which 
they have built up through the years for fair and 
honest dealing. Such a merchant, to be sure, is today 
faced with a difficult problem. 

There is a certain irreducible minimum of over- 
head which requires a certain irreducible minimum of 
sales and when those sales are not forthcoming but 
instead one has to listen to statements from one’s 
customers that “the same thing can be bought for a 
dollar less at Jones” the temptation to copy Jones is 
great indeed. 

A little consideration however will convince one 
that Jones is suffering likewise because of Smith and 
if 1932 has taught us anything it has taught surely 
that price and volume is not the answer to our 
troubles. 

It would seem that the first thing to do is to de- 
termine where we belong in the merchandising scheme. 
If we have built our business on price appeal and 
large volume then we ought to get the best grade of 
merchandise we can that fits in and try to convince 
our trade that we are giving value at that level, which 
doesn’t mean that you have to say you are giving 
them a ten dollar shoe for five dollars. 

If, on the other hand, we have built our business in 
a higher grade we ought to continue there and train 
our salespeople to explain why our merchandise is 
worth the price we charge. 

The keenness of competition today prevents exces- 
sive profits, whether you are engaged in manufactur- 
ing or retailing, and when a consumer gets the im- 
pression that there is not much difference between an 
85c. shirt and a $5 shirt, between a 79c. slipper and a 

- $5 slipper, then someone has fallen down on the job 
of selling. 

Of course this is not really the case where we have 
an extreme like the above instance, but it is frequently 
true when the extremes are moved a little closer to- 
gether, as the difference between a slipper for $3 and 

[TURN TO PAGE 41, PLEASE] 
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Its Price 





E. R. BRECK 


“A $5 watch and a $100 watch can be made 
to look alike but it would be silly to buy the 
cheaper one on its appearance, and it is quite 
as silly to buy cheap slippers for that reason. 
Many merchants fail to make money on slip- 
pers because they yield to this eye appeal and, 
in seeking to make an impressive showing, will 
buy many styles in many colors but one pair to 
a size. This only confuses the customer and 
irritates because he must so often listen to that 
most hateful of statements: “ ‘We will send 
and get you a pair.’ ” 
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The Common Sense of Cash 


Not many stores are advertising : 
“Open a charge account.” That at least is a sign of 
a change that is slowly and surely finding its way into 
retail business. 

The cash customer is worth more to a business than 
ever before. Business for cash is a theme that has a 
lot of good common sense in it under today’s condi- 
tions. 

A man goes into a shoe store approximately two 
times a year to buy a pair of shoes. If he says: 
“Charge it,” the store gives him not only the pair of 
shoes but the additional items of the billing depart- 
ment, bookkeeping department, mailing department 
and free postage. The first of the month comes and 
all the work of getting out a statement, plus added 
postage, is given that customer. If the bill isn’t paid 
for six months, the customer gets the use of interest 
money, plus 18c for postage. 

Why should a transaction that happens once in 
every six moaths be “weighted” with bookkeeping ex- 
pense and collection expense entirely out of line with 
the charge of $5.00 or $10.00? Why is it impossible 
for a man to carry $5.00 or $10.00 in his pocket to 
pay for his shoes when bought? The best way to 
extinguish a debt is to pay for the shoes at once. 

What applies to the man customer is equally as per- 
tinent in the sale of shoes to women or to the family. 
Shoe money is no longer big money. In a great New 
York store the sale of three pairs of shoes to one cus- 
tomer is now considered an event of sufficient impor- 
tance to bring to the attention of the manager—where 
three years ago, the sale of a dozen pairs of shoes 
was taken as a matter of course. The accounts on 
the books rarely run over $100, where three years 
ago, it wasn’t so unusual to see a thousand-dollar total 
before final payment was made. 

Another strange habit in this credit business is 
for the public to ignore little bills and let them 
run for months before payment. Now the penny- 
pinching customer has another argument and 
trivial as it may seem to be—the two cents tax on 


checks serve also to retard payment. Factor upon 
factor could be emphasized as to the need for the 


cash policy in retail shoe business. Merchants 
cannot pay bills by bookkeeping methods alone. 
Ready cash helps to pay weekly salaries. 

It is only in a time of major change that a store can 
make major changes. The public will now accept an 
explanation by the merchant of a change of “credit to 
cash” policy in the light of the common sense approach 
to the subject. 

The old theory of credit was that it helped to con- 
centrate all shoe buying in one store and it also helped 
the customer to buy more pairs in the feeling that they 
need not be paid for xow, but eventually. Both of 
these theories are worthless in today’s common sense 


thinking. 


Many a store has advertised 
“loss leaders” in the hopes of bringing in new cus- 
tomers who would buy that and kindred articles at the 


one time. But what happens? The customer, with 
only one thing in mind, comes in and buys the article 
that the merchant is selling at a loss. Then the rou- 
tine of credit piles on an additional loss. The goods 
are charged—which usually means payment “if, when 
and how.” 

It would be a great thing if an industry, like that 
of shoes, would try an experiment for a month or a 
season in which all transactions are on the basis of 
cash. It would teach the public a lesson that would 
be beneficial to all merchandising. The public would 
learn to pay as it goes for small items and wouldn't 
saddle itself with a burden of debt. 

In the last analysis, the public would be getting 
more for its money, for many a store could then 
shorten the distance between cost on its goods and 
selling price. One of the reasons why we must con- 
tinue, like Sinbad, to carry an extra load on the shoul- 
ders of business is that we don’t put enough common 
sense into the processes and practices of business. 

Practically every business that renders a service 
asks for its payment in cash. Shoes are both article 


and service. Make an effort this Fall for more cash. 
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The Season’s Outstandi 
Styles VV v\ 


Here is an array of beautiful shoes 
ready to ship. They are priced to 
sell at attractive prices. They are 
unusual values. 


IN STOCK 


Me \FWWL MLM IES Pimp. 


THE ARISTOCRAT OF ALL PUMPS 


Built Seamless with reinforced “Drop Top” no Binding. 


Hand Scratched Bottom and with the beautiful Pointex 
Brauer feature. 





eel, 
No. 4413—Indies Brown ee Fawn Kid 
Lining, 195 a 19/8 Heel $3 
No. 2413—Black Suede. 
Lining, 195 ed 19/8 Hee! 
No. 4313—Indies Brown xi Fawn Kia 
Lining, 195 Last, 19/8 Hi 3 
HA : i cthita ‘ No. 2313—Black Satin Kid, "anaes Kid 
RRIET 5 | _ f Lining, 195 Last, 19/8 Heel........ eace 
ana te. me —_ {Patent Leathe Pink 
A wonderful P ! ing. 
pump lasts and fully graded pestle om Ley rae ee. Pink Kid Lining, 
Ne. 2411—Black Suede. Gresette Kid Lin- | we Sam, 307 
ing, 195 Last, 19/8 H $3.00 
Ne. 2451—Black ucte, “Gresie Kid Lin- 
ing, 160 Last, nig 4 Hee! 3.00 
No. 43! 1!—Indies et Fawn Kid 
Lining, 195 Last, sty Hee! 3.00 
Ne. 4351—Indies Brown Kid, Fawn‘ Kid 
Lining, 160 Last, 16/8 Hee! 3.00 Stressing the demand for something dif- 
No. 2311—Black Satin Pa Grey Kid wil selena ad roven, full kid lined oxford 
Lining, 195 Last, 19/8 Hee 3.00 pn = “gs 
Ne. 2351—Black Satin i ee —Black Suede, Dull Kid Tip, 
ey Aart egllneglsroe 3.00 Bivd. Heel” Black Wid’ Lintagatt 17/8 
No. 1311—White ite. White Kid Lining, . N 4437—1 : ning 
i La, 18/8 00 Brown Kid. Tip. Fox Heel ‘and’ Facing. | FANITA 
No. 2111—Black Satin. Grey Kid Lining, 170 Last, 17/8 Bly ne 
198 Last 19/8 ‘ 278 5 A 17/8 Blvd. Heel, Brown Kid “ 
Ne. B- shy Moir H fall 
ing, 190 Last. 19/8 Hee 2.75 ee re ee 
No. (gree B Satin “whit Kid Lin- No. 4426—Indies Brown Suede, Brown 
ee ete Hee 2. Patent Tip, Fox, Heel and Bow with 
Brown Kid Stripping. Fawn a 
Wiping on Stripping and Bow, 195 Last. 
19/8 Continental Heel 
in 2426—Black Suede, Patent Leather 
Fox Heel and Bow, Kid Stripping, 
Gamnetel Piping on Strip and Bow, 195 
Last, 19/8 Continental Heel 





TERMS— 
5% 30 DAYS 
An additional charge of 15 
cents per pair will be made 
on orders less than four pairs 
to a style. 








A perfect fitting 4-eyelet Blucher Oxford, 
will save many sales this season. 160 Last, 
16/8 Blvd. Heel. 

Ne, 2444—Black Suede, Grey Kid Lini 
16/8 Blvd. Heel oe $3 


15 
No. 2544—Black B D : af 
Lin, ee ee a >” PANOLA 


4344—Indies Brown Kid. Parchment a 
Kia Lining, 16/8 Blvd. Heel 3.15 FF EWith the lace stay in blend 
nia unusually emart two-eyelet tie, hand laced wi ing trim, this smart  3-eyelet 
blending perlustr ‘ tie carries a spectator influence. 
te 4418— Indies a 1Svee,, Indies All shoes made in Heart of 
Brown Ferlustr. re e Tip, Quarter Lacing & tae St. Louis by Union labor. ~ Rene BO 
‘assel, Fawn 3 
Heel s. 195 Last, 878 _ iro Last, 11/8 Blvd. Heel i 
. 2435— e, Patent 
fe Secor ert, tees aie : a a sig et he 
Kid Lining, 195 Last. 19/8 Heel 3.25 A STE No. 2335—Black Satin Kid, Black 
; y , . . Sand Snake Lace Stay, Silver Per- 
/ ) bosere Piping, 170 Last, 17/8 Blvd. 


BRAUER BROS. SHOE 6. | ust a tu St. Louis, =. 
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This Shoe Man Believes in Signs 


Here's an idea right from Corsicana, Texas, 

An Idea That Sold More which sold all the boys in the High School class, many pairs of shoes. 

Pairs of Shoes to School Boys It originated with George F. Baum of the Big 4 Shoe Store and he told 
it this way: 

‘“‘We started in last Fall of getting a list of all boys from the eighth 
grade up, and every three weeks we mailed their home address a post 
card, featuring during September, October, November and December 
heavy type of college shoes. 

“Right in front of our high school, which has an enrollment of about 
twelve hundred, we rented a vacant lot and on this lot we erected a sign 

twelve by sixty, and had painted on same snappy styles in $5 and $6 
<n, shoes. Out of the graduating class of one hundred and sixteen boys we 


Si ae every one.” 


a 
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How to Parade White Elephants Profitably 


; Have you a flock of white elephants in 
This Shoe Store Makes your store—shoes that will not move without prodding? 
Money Out of Its Mistakes Paradoxical as it seems, Ted’s Fashion Shoe Store, located at 522 
Capitol Way, in the State capitol city of Olympia, Wash., showed 
how “white elephants erased red ink” and, incidentally, how a frank 
confession is good for the sole—of the shoe business. 

This shoe store, unafraid to come out and admit its mistake in 
having “white elephants” in stock, staged a large shoe sale recently 
as a White Elephant Sale, admitted an error in buying judgment 
or in having too much of these goods on hand at the time, or some 
other little business “sin.” 

“They’re White Elephants to us,” stated the shoe store manage- 
ment in its announcements to the Olympians. “But they can’t be that 
to you.” 

And in order to stimulate buying at this White Elephant Sale still 
further, the shoe store gave to the first fifty women purchasing shoes 
each day. 
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This Idea Will Sell a Million Early 


le is the early season profits 


And the Early Rubber Profit which count most, especially in the selling of rubber footwear. William 


Is the Best Profit 


Woods, manager of the I. H. Morse group of shoe stores in Massa- 
chusetts, tells how his stores get in their first licks on rubber sales. 

To begin with, all stores are stocked up early and completely. Start- 
ing early in October, all salespeople are instructed to foilow this pro- 
cedure: When a shoe sale is made, the salesman comes back to the cus- 
tomer, not with the wrapped up package but with one of the new type 
rubbers properly fitted to the shoe. 

Naturally a rubber is selected which not only is best suited for the 
shoe, but one which will appeal to the customer. Enough sales come 
from this method to stamp the idea as a very practical one. The selling 
of rubber goods at full price in these early sales means that the stores 
do not experience the keen cut-price competition which invariably de- 
velops as the season progresses. 





How to Deliver a Message to Girls 


A Novel Sales Stunt | 
That Caught the 
College Girls 


Ze 


4 


Dating the girls of Denver for an 
engagement with the shoe fitters of Neusteter’s, is an idea with a new twist 
to it. 

That store is sending out five thousand telegrams to young women about to 
enter or return to high school or college. The telegrams are exact duplicates 
of Western Union sheets save they are pink. The envelopes are the same 
size but also pink and read: “Western Union Messenger Service.” The 
telegrams are folded so that the addressee’s name shows through the en- 
velope window. 

In the same folder is inclosed tickets to school. These long folded strips 
of paper are printed in little blocks. The stub is an invitation to drop in for 
tea at the store any afternoon between three and five. It is signed by “Betty 
and Babs” to give it the personality touch. 

The telegrams were multigraphed and addressed by typewriter and when 
sealed, were turned over to the Western Union to be delivered by messenger 
boys. 

The stunt clicked. 


Fr 
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The CURTIS “ARCH EASE” 
SHOE for MEN 


“Arch Ease,” in addition to Curtis Efficiency 
Censtruction, embodies two important advances in 
shoe-making. 

“Arch Ease” lasts include the proven features 
of the best fitting lusts. 

To this construction is added a scientifically 
designed steel shank. This shank is shaped so 
and pleced so in the shoe that it supports the foot 

and comfortably. This shoe in all styles 
and s has proven a source of continued repeat 
business to Curtis merchants. 


7 er 
(Curtis 




















Atch Ease 
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MORE THAN FOUR YEARS 


CURTIS SHOE CO. 


of MARLBORO 


MASS. 


have continuously standardized on 


RUBY 


The Curtis Shoe Co., Inc., of Marlboro, Mass., stands on 
an impressive background of three generations of shoe- 
makers. 
Its purpose is progressive value giving in men’s shoes of 
quality, fit and style for moderate price retailing. 
Here are some of the value features which the Curtis 
Shoe Co. present in its 1932 line: 

RUBY KID standard for all uppers of kid shoes. 

Right and left quarter patterns. 

Leather lined tongues. 

Seamless full leather quarter linings. 

Solid leather counters and heel bases. 

Overweight shoulder inner soles. 

Overweight outer soles from selected bends only. 

Heavy twill toe linings. 

“True-Size” construction. 

Basic styles in full range of sizes and widths. 


> 
( RU 

4 

7% kip 


\ f 
\ 
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KID 


RUBY KID has continued the standard black kid in all 
Curtis kid shoes for more than 4 years past—for both 
stock and made-to-order styles. 


The Curtis Shoe Co. generously add that RUBY KID has 
proved a definite sales influence in a constantly growing 
— business which they are receiving on ARCH EASE 
shoes. 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY |. 
PHILADELPHIA, PA. 


BOSTON 
ST, LOUIS 


feel) LEATHER 




























My LIFE 


JULIUS GOLDBERG 


[i has been said of Julius Goldberg 
that he has the mind of an artist but the eye of a 
merchant. He is not only able to find style, detect the 
beautiful qualities from the extreme, look at the shoes 
from the viewpoint of the fashionable woman who 
will wear them, but he knows how to inject a stimu- 
lus into the “line” where it is needed. This may 
have been inherent in him, or it may have been 
absorbed through association with Mr. O’Connor, 
whose keen mind has this quality in a high degree. 


of STYLE 


Ninth Chapter of 
The Human Story of a Great Merchant 


As Told to Ethel Sherman Daniels 
By JULIUS GOLDBERG 


Ve Ae 


Naming his shoes, some for pattern, others for ma- 
terial and some for colors, Mr. Goldberg finds has 
added personality to the shoes and is a big aid in mer- 
chandising. He started it when he introduced a new 
color to the public in the early twenties . . . a 
beautiful color, in a dull shade between tan and yel- 
low. To launch it, he tried to find some glamorous 
name to aid in its slccess. For some time he wavered, 
,between “banana satin” and “blonde satin.” He 
chose the latter as being more colorful and this coined 
word was used everywhere and later blonde 
kid swept the country as a new Spring style. 

Now all the models are named and spoken of by 
name throughout the stores as casually as if they were 
alive. 


i * ; 
reyhound Grey” was another coined 
word of Mr. Goldberg’s and has an interesting inci- 
dent associated with it, which shows his ingenuity in 
merchandising his product. 

It is mid-season fashions that now tax Mr. Gold- 
berg’s originality to the utmost. His first of the sea- 
son shoes have careful deliberation, and he can work 
them out at his leisure. But when everything is nicely 
set on his first of the season line, he must get a new 
style to present to his public to awaken them from the 
lethargy of mid-season and incite them to new buying. 

Mr. Goldberg laughs now in remembrance of the 
first and only time he “manipulated the market” as 
he calls it, though to everyone’s advantage. 

“We had just finished our early Spring line,” Mr. 
Goldberg recalls, “and it seemed to me that the women 
would be about ready for grey by mid-season. | 
talked grey to our manufacturers, but none of them 
could see it. I rushed over to Paris to find some- 
thing else, but still grey looked good to me. 

““T went to the houses of Worth, Lelong, Boulanger, 
Patou, and all I looked at in dresses was grey. Mrs. 
Goldberg has always reaped the benefits of my style 
hunts, as I feel I should buy of the houses who show 
me their styles and she was slated to be 
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outfitted in grey that year as a result of these pursuits. 

“We went to millinery establishments, and asked 
to see what hats they had'in grey. Of my bootiers I 
asked for grey slippers. Soon the hide men felt the 
demand for grey leathers, mills found calls for grey 
silks coming from the most renowned houses of Paris, 
and there came out the rumor that a new grey was be- 
coming popular. A rumor in Paris becomes an au- 
thoritative fact as soon as it becomes syndicated 
through the American papers. By the time I got 
back home everyone was grey conscious and the stage 
was set for me to bring out my whole new line in 
Greyhound Grey. 


Another mid-season fashion started by 
Mr. Goldberg was the revival of bronze shoes in Jan- 
uary, 1930. There was a lull in the demand for day- 
time footwear and he did not have time to go abroad. 
He went to New York, reviewed all the types of 
shoes that had formerly been popular, and decided 
bronze would heighten the color effect of the dark 
Winter and early Spring clothes. 

A Mrs. Paunish took exception to the introduction 
of bronze shoes, and wrote an article in Retail Review 
the following month, criticizing its introduction. The 
following season bronze was the fashion favorite. 

Early this Spring, when O-G shoes were introduced, 
at a new low price instead of allowing this 
new price to make a casual entrance, Mr. Goldberg 
again rushed to the New York O-G studios 
bought an entirely new line and introduced the new 
price range with a “bang.” 

His has been an interesting career since the early 
days of window trimming and decorating, and Mr. 
Goldberg has gone far since then. He has head win- 
dow trimmers and any number of assistants, but he 
still supervises all window displays. His windows 
show his exactitude and his knowledge of merchan- 
dising. 

The vogue for only a few models of shoes has not 
affected the O’Connor & Goldberg window displays. 
There are hundreds of pairs of shoes in each O-G 
window, for as Mr. Goldberg says: 

“The Chicago public wants to see what they are go- 
ing to purchase before they come into the stores. 
Bearing this in mind, we have a pair of every model 
of shoe in our line in its different colors and mate- 
rials, with the name of the model and the price tag 
displayed in the tall windows which characterize all 
our store fronts. 

“T supervise all the show windows as well as the 
staff of window trimmers, to the most minute detail. 
Although we have many shoes on display, the window 
must always be well balanced, everything immaculate 
and kept in place. Every shoe that goes into the 
window, must be carefully handled, precisely placed, 
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SONNOR-& GOLDBERG 


BLONDE KID! 
Le Fehroee —Sem ane il 
Maney by Comer Colber at 


and Penny Satin and Patent Leathef, also at $7.50. 


~- + 


The O-G State Street Bootery 


205 STATE STREET, SOUTH, Near Adame 


One of the advertisements in which Mr. Goldberg introduced 
“blonde” as a new color in shoes. It scored an immediate 
popularity and the word which he coined, like the color itself, 
swept the country. In fact the term “ ‘blonde” still lives in 
the language of the shoe industry and is often heard as a 
synonym for various shades of the beige family. 


there must be no unnecessary threads visible on the 
shoe, and the window tickets must be neat, unwrinkled 
and clean. 

“The window backgrounds are of the colors that 
harmonize best with the color of the season.” 


Pretty shoes must have fitting 
surroundings ; so to enhance the charm of the shoes 
he sells, nearly all of their seventeen stores in and 
around Chicago are of the salon type. Spanish and 
Italian architecture are his favorite themes in these 
stores, as it allows him quite a latitude in color. 

From other sources we learn that there have been 
any number of manufacturers who have profited by 
his ideas on styles, lasts and fabrics, and thus indi- 
rectly, because of his association with them, he has 
contributed substantially to their success. 

And finally, his ability as a merchant is best indi- 
cated by the way he gages his buying according to 
what he “senses” will meet with the greatest success. 

This Winter he was persuaded to sit in with the 
styles committee of the N. S. R. A. convention. The 
members assembled and asked him questions. 

“Will it be blue for this Spring? And what shade? 

[TURN TO PAGE 62, PLEASE] 





HAR P E 


R’S 


DAREX SOLES 


ON STREET SHOES 


Endorsed by Debs .. . 
Featured bv Best & Co. 


DEB DAREX-ISMS 
€ 


“Their wear and comfort are indispensable’ 


“I hate rubbers, so I like Darex, which ex- 
clude the wet” 


“Never hot — never cold” 


“Excellent for wet weather—impervious and 
impenetrable” 


“The most easy things on the feet, in the 
U. ” 


“You just don’t get tired” 


“This may sound amazing — but they keep 

your feet warm in cold weather and cool in 

warm weather and dry in wet weather — 
strictly non-skid, too” 


“They are divinely comfortable” 


“Perfect in wet weather — wonderful on icy 
days” . 


“They eliminate any need for rubbers” 
“Perfect footwear at last” 


Of course we have known all along that Darex Soles 
were ideal for Fall street shoes. But we hardly anticipated 
such spontaneous enthusiasm among smart women and 
great stores. 


When 48 debs helped us design a delightful street shoe 
with a cuban heel and a Darex Sole, we just had to tell 
the hundred thousand women who read Harper’s Bazaar 
all about it. Read the ad. And remember your best cus- 
tomers are reading st too. 


For Fall, for Winter, for Spring, Darex Soles are the right 
soles to help you sell more shoes, satisfy more customers, 
make more money. 


Ask your manufacturers for sample shoes with Darex 
Soles. Then show them to a few good customers. Ask 
them for-a frank opinion. You, too, will be impressed by 
their delight — their “yen”— for Darex. 


You will want Darex-soled shoes in stock every month 
in the year. 


P. S. Remember, Darex also makes other shoe products. Darex 
Insoles have exceptional strength, color, long wear, and, above 
all, comfort. Darex Shoe Cements and Adhesives are standard 
for manufacturers who seek to produce well made shoes. 


BAZAAR 


DEWEY and ALMY 
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OR SEPTEMBER 





We Quizzed 


A8 Debs ¢ 


FoORTY-SIX ... FORTY-SEVEN .... FORTY- 


EIGHT ...... And every one said “That's the very street shoe 1 want 
for Fall — with those wonderful Darex Soles. Oh, please, how soon 
can I have it?” Just as soon as you can write, wire, ‘phone or travel 
to Best's, young Jadies. It’s an Arnold Authentic — brown calf with 
“those wonderful” waterproof, slip-proof, comfortable, Darex Soles. 


FIFTH AVERGE 


‘Garden City, Sonth, h, Bast Orange, Bastew 


DAREX SOLES for SMART FALL SHOES 














CHEMICAL COMPANY @ 


CAMBRIDGE, MASS. 
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Every Good Window Display 


Starts with 


an Idea 


laces make window displays. This 
thought has been stressed repeatedly in these articles 
and we reiterate it once more because it is the one 
fact that we wish to emphasize above all others. You 
can build a beautiful trim with exquisite merchandise 
tastefully displayed and it may fail completely to com- 
mand the attention of the public passing your store 
because it lacks that vital something that compels in- 
terest. On the other hand, a less pleasing window 
may serve to catch the eye of the public because of its 
novel appeal, which serves to make it distinctive and 
different. This vital element of distinctiveness is to 
be found in the idea behind the display. 

Of course practically every window has some sort 
of an idea back of it, some thought or purpose that 
dominated the display man’s mind when he planned 
it. A great many displays fail, however, because the 
idea on which they are based is too general in charac- 
ter. For example, there was a certain shoe man who 
believed in keeping his expenses low and to effect 
economy in cost of window displays he hit upon the 
happy thought of designing four trims to carry 
through the year. There was an Easter trim, a mid- 
Summer sale trim, a Fall trim and a Winter sale trim. 
Used in alternation, they served the purposes of this 
store for many years, but, needless to say, they never 
accomplished much. 

This is an extreme instance, but, to a lesser degree, 
many window displays fail because they are based on 
an idea that is too general or too common. A Fall 
shoe window or a school shoe window, as such, doesn’t 
mean very much or carry any great interest for the 
public. A successful idea should be concrete and 
definite, expressing something that is sufficiently novel 
and unusual to make it different from every other 
shoe window in the world. 

The window from the Fifth Avenue Walk-Over 
store in New York, illustrated on the following page, 
is of such a nature. The idea that gets attention in 
this window is expressed through the clever figure of 
the girl, which was cut out of wall board with the 
features painted on, and then dressed with the cos- 
tume, hat and shoes. The figure from the fashion 


To Get Attention, the Idea Should be Orig- 
inal, Concrete and Different, So That People 
Will Be Attracted to Stop, Look and Buy 


magazine and the quotation from a Paris article helps 
to get the story over. The way in which the idea is 
tied up with the Cabana breeze-cooled shoes helps to 
make it a selling idea, and this is another important 
requirement of a good window display. Any old 
idea isn’t enough. The display idea should be one 
that helps to sell shoes, the particular kind of shoes 
you are showing in the display. 

But let F. Paul Riley, manager of the Walk-Over 
store at 510 Fifth Avenue, tell the story of how this 








THIS WEEK’S WINDOW IDEA 
How to Plan a County Fair Display 


|‘ the Calendar of Fall Shoe Windows published in the 

Recorder of August 27th, a County Fair window was 
scheduled for mid-September. This is a timely idea in 
many communities where a county fair, state fair or 
Fall exposition is scheduled to be held in the immediate 
vicinity. 

These Autumn events attract thousands of people 
every year in practically every section of the country. 
They are part and parcel of American life. They appeal 
especially to the country people, who have been busy 
throughout the Summer, and their seasonal character 
carries a happy suggestion of the need of new apparel 
and new shoes. 

One or more of the official advertising posters for the 
fair can be used with good effect in building a colorful 
background for a September Fair window. Probably 
you can obtain from the Fair Committee or from one of 
the newspapers a photograph of the horse races or some 
other outstanding feature of last year’s fair. This 
photograph can be enlarged and used as one of the out- 
standing window features, or several smaller photos can 
be scattered about. 

Often an arrangement can be made with the Fair 
Committee by which the store will feature in its window 
the prize cups, trophies or ribbons to be awarded in the 
various competitive events that form a part of the Fair 
program. Such an exhibition always attracts a lot of 
interest. In the enthusiasm of planning a novel display 
don’t fail to give the shoes proper prominence, for this 
is an exceptional opportunity to feature the Fall styles 
effectively. 
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A formula for 
kaster lurnover 


ERE’S a formula for faster turnover that gets results: Dis- 
play the merchandise advertised in THE AMERICAN WEEKLY. 


Manufacturers advertise their products in this mighty maga- 
zine principally because it has the world’s greatest circulation. 

Reaching over 5,500,000 families every week, its power is so 
far-reaching that it actually influences the buying habits of one 
out of every five families in the United States. 

Display the merchandise advertised in THE AMERICAN WEEKLY. 


Make its readers your customers, and prove for yourself that 
here is a reliable formula for faster turnover. 





What is The American Weekly? 


The American Weekly is the largest magazine in the world. It is distributed through 
17 great Sunday Newspapers. In 558 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 70% of its circulation. 


In each of 136 cities, it reaches one out of every two families 

In 105 more cities, 40% to 50% of the families 

In an additional 153 cities, 30% to 40% 

In another 164 cities, 20% to 30% 
. .. and, in addition, more than 1,750,000 families in thousands of other communities, 
large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Patmouive Buipc., Cuicaco . . . 5 WintHrop Square, Boston . . . 753 Bonnie Brat, Los ANGetes . . . 222 Monapnock Btpe., San Francisco 
11-250 GeneraL Morors Bipc., Detroit . . . 1138 Hanna Buipc., Cteveranp . . . 101 Marietta St., ATLANTA . . . InTeRNaTIONAL Bxipe., St. Louts 








> 
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Fall Ads Stress Higher Priced Merchandise 


Quality and: style appeal in copy also sales influence. 


Encosngement can be 
taken from the first blush of Fall 
shoe advertisements appearing 
throughout the country because of 
the absence of price appeal and 
the importance attached to an em- 
phasis being placed upon style, 
quality and value. 

More attention is being given 
to copy with lengthy descriptions 
of materials, types and the rela- 
tion of the shoe to the general style 
trend. Certainly no copy appeal 
can miss its attention mark if it 
directs its aim at the style target. 
As important as the footwear is to 
a woman, of first consideration in 
the Fall season is her costume, so 
when the copy includes the gen- 
eral style picture, with footwear 
stressed as the number one motif 
the advertiser can depend upon 
holding the general interest of 
women readers and influencing 
definite sales 

Among the larger users of news- 
paper space an inclination toward 
copy of this nature is rapidly be- 


cecececedGp>>>>>>> 


Krupp & Taffly Ge 


200) @O1 MALN AT WALKER <OQe 


We Present 
Genuine Turn-Sole 


REGENT PUMPS 


Featured at 


8.75 


Pumps assume a major place in the Fall mode—and 
- ~y | choose from Secs delightful materials at 
rupp & Tuffly’s: 

‘With HICH HEELS: With Graceful, Comfortable 
JUNIOR HEELS: 
—BLACK SUEDE 
—BROWN KID 
—BLACK KID 
—PATENT LEATHER 
—WHITE MOIRE 


Aader by Mali—Prompt Service 


€<€ €<€€€€(S)>>>>>>>> 





The new and lower price 
on our celebrated shark- 
_ tipped school & play shoe 


Except for our dislike of the word “sensational.” we 
migh! apply if in describing Eadurc as a shoe value, 
Many parents haven't the alightes! Idea whai a power- 
ful influence if is in cutting down boys’ shoe expenses. 
And yet it's « mighty emart looking shoe ... made of 
tough. very pliable elkskin, specially tanned, and rein- 
forced with a practically unscuffable sharsskin tip. It is 
bull! on our regular boys’ Shoor-Tred las! just as care- 
fully as fine shoe. In a word. it combines natural foot 
freedom with endurance and good looks af a price 
that ls only @ few cents more than a cheap shoe. 
SIZES 11 to € 
Mail or phone orders filled 


'Y, 
1308 Chesinut Street 1230 Market Street 


38 W. Chelten Avenue, Germantown 
1 E. Lancaster Avenue, Ardmore 











coming popular. The theme has 
been adopted in most instances af- 
ter careful study and research. If 
you have not used fashion news in 
your copy, tieing in with the gen- 
eral style trend, include in some of 
the early Fall ads reference to the 
costume, but be positive that your: 
style advice is correct. 

Better grade merchandise is be- 
ing featured. Higher prices have 
not frightened merchants as indi- 
cated by one store in San Francis- 
co, highlighting their $14.50 to 
$18.50 shoes. 

Following quotations give brief- 
ly the copy appeal taken from a 
number of ads: 


Sommer & Kaufmann, San 
Francisco, say that only fine shoes 
can afford to be simple: “That’s 
one of the most satisfying things 
about the new fashions—your fine 
quality footwear will be readily 
recognized. Oddly enough, sim- 
plicity cannot be cheaply copied be- 
cause there’s no ‘fussy’ decoration 
to hide cheap materials and 
‘shoddy’ workmanship. It takes 
genius to create beauty with very 
little—it took genius to add a 
subtle touch to this chastely de- 
signed, hand-turned suede oxford, 
by hand-stitching black and gray 
silk kid to form the least touch of 
contrast. Interpreted in black or 
brown, $10.00.” 


Wanamaker’s, Philadelphia, of- 
fers new brown shoes at $7.75. 
. “Lead the Fashion Parade. 
You’re hearing a lot about brown 
dresses and coats—here are the 
shoes to go with them. True 
Wanamaker quality, true Wana- 
maker fashion. Every type of 
shoe in these new browns—ox- 
fords, pumps, with high or walk- 
ing heels. Suede is the fabric mosi 
in demand—along or with lizard, 
calf, kid or patent leather. And 
they’re practical too—for this 
brown is effective.” 





The Boot Shop of the Men's Store 

















A Staunch and 
Worthy Oxford—the 


“Special Six” 


From top to sole its man's 
extord; ts pre-e tab we that. 
At the same time you'll notice that 
the a Six” a its —_ 
stvihine~-i cole shin 
ge Belly venga Pair 
CARSON PiRIE SCOTT & Co 


View Flore 
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SMART APPEARANCE 
wih DEDENDABLE WEAR 
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~SILHOUW. 


The popular SILHOUWELT 
possesses certain features which 
add to the value of feminine 
footwear... The welt type of 
construction furnishes durable 
and dependable wearing quali- 
ties, and produces a comfort- 
~ able, snug-fitting shoe. 


At the same time, the lightweight 
outsole, close-fitting edges and 
shanks truthfully interpret the 
graceful lines of modern 
shoe styles. 


UNITED SHOE MACHINERY CORPORATION 


Ee BOSTON, MASSACHUSETTS a 
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The Future of the Style Conference 


An Open Letter to the Industry 


by 
Frank A. Garside 


Chairman Style Conference Committee 
National Boot and Shoe Manufacturers’ Association 


. 
f The joint styles conference, as such, was— 
in previous seasons—a meeting cooperatively 
held by the Tanners’ Council of America, the 
National Baqot and Shoe Manufacturers’ Asso- 
ciation and the National Shoe Retailers’ Asso- 
ciation. This year, the tanners will hold a 
separate leather opening and color conference, 
September 19 and 20. 

Mr. Garside gives his suggestions in an 
official release sent by the National Boot and ; 








Shoe Manufacturers’ Association. 








Dine the Tanners’ Council has 
decided to hold the Tanners’ Leather Show Sept. 19 and 20, 
earlier than heretofore, instead of the usual custom of holding 
the Leather Display and Style Conference meetings at the 
same time, several constructive suggestions have been received 
that I believe worthy of the consideration of the industry. 

It has been suggested that about the last week in October 

a committee consisting of approximately ten retailers, ten man- 
ufacturers, ten tanners, and ten stylists should meet to formu- 
late the style program. It has been pointed out that a much 
more constructive and authentic result could be arrived at 
through the findings of such joint committee, than by the 
rather haphazard audience that has attended the committee 
meetings in the past, held the day before the large meeting. 
3y this I mean that at the committee meetings heretofore, 
there has been a miscellaneous audience, all of whom do not 
have the best interests of our industry at heart; and much 
time has been wasted by people anxious to promote selfish 
interests. The new plan suggested deviates from the usual 
method in the fact that a regularly appointed committee should 
meet and agree upon the program to be adopted, rather than 
the various individuals, some of whom are self-invited and at- 
tend either for the purpose of promoting particular materials 
or merchandise, or for the purpose of listening, rather than to 
offer helpful information. 

The findings of the regularly appointed joint committee 
would then be broadcast throughout the trade immediately and 
assist manufacturers in building their samples for the coming 
season, as well as giving retailers of the country an outline of 
the trends and forecasts as might be determined upon at that 
time. 

[TURN TO PAGE 41, PLEASE] 
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I Don’t Expect This Advertisement 


To Sell 
A Single Pair of Shoes 


UR SALESMEN are given the job of selling shoes. | 
The purpose of this advertisement is to make 
friends. It is a link in a chain of similar advertisements 


TO RETAIL AT that tell how we do business. 


We expect to make friends this way; because our way 
$ re | nd $ of doing business suits most dealers. We are a little 
4 5 old-fashioned here in Auburn. We enjoy doing business 

' with people we have learned to like and trust. Shoe 

dealers seem to be the same way. Because they are hu- 

man, they dislike rash promises and impersonal dealings. 


They like to do business with those they know to be 
sincere. With people who take a personal interest in 
their problems. Who do not overstate or promise too 
much about their merchandise. Our policy is to stick 
to these simple facts. In our small plant we give personal 
supervision to all work. We are in close touch with our 
dealers—and know their needs. We are able to quickly 
meet their needs, to follow the trends of style. And be- 
cause our overhead is low—we can give a good, honest 
value in shoes selling a $4. and $5. 


Dealers who like that kind of policy are invited to 


write to me. a 4 Q 


President 


THE LEAH ROBINSON-BYNON SHOE CO. 
Two popular models taken from Auburn, New York 
our new Fall line of True Step 
shoes which retail at $4 and $5 


TRUE STEP 


Shoes for Women $4.00 and $5.00 


COMBINATION LAST 


RCH SHOE 
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This novel and interesting window display idea produced excellent results for the Walk-Over store at 510 Fifth Avenue, New York. 

It was used in connection with an early Fall suede promotion and suggested a new and effective costume tie-up. Shoe stores can 

frequently work out costume displays of this nature by arrangement with apparel houses to supply the dresses and accessories, as 
was done in this instance with Best & Company. 


particular window idea originated. Said Mr. Riley: 


“We had planned a Fall promotion on Cabana 
‘suedes for we believed that Cabanas in suedes or any 
other material would know no season. A month or 
more ago we were impressed by the appearance of a 
lady dressed in a smart Summer costume that 
prompted our promotion of Summer suedes. She had 
need of a brown shoe to complete her most attractive 
Summer costume and it happened that she wore one 
of brown suede. The shoes seemed to conform natu- 
rally to this heavy rough Maize crepe costume, worn 
with a brown velvet sash, for they had a smart in- 
formality about them in tune with most outdoor frocks 
for Summer wear. 

“We reflected on how much more attractive would 
the suede shoes have appeared had they been per- 
forated through like our “breeze-blown” Cabanas that 
are so yielding, and yet so chic and extraordinarily 
smart on the foot. With a copy of a cable received 
by the Fashion Department of Woman’s Home Com- 
panion on black suede shoes with white dresses worn 
at the Grand Prix races in Paris, brought to us by 
our style counselors, we had the authority for the 
promotion of Summer suedes. 

“Through the courtesy of Best & Company we were 
furnished with a delightful white Summer frock that 


oo 


we draped on a silhouette cut-out figure and with a 
copy of our cable advice “blown-up” to poster size, 
we tried to dramatize the message to the detail of the 
accessories. Newspaper advertising quoting our 
authority brought those to the store for suede shoes 
who might otherwise have struggled through the In- 
dian Summer period with worn white ones for wear 
with Summer dresses, anticipating the occasion to buy 
the darker Fall shoes of suede only when the weather 
suggested the wear of Fall costumes. 

“Our advertising brought to us responses not alone 
in the store but through the mails in cities circulated 
by the newspapers used. Mail order response to shoe 
advertisements always atigurs well for customer re- 
sponse at the store in the immediate or future weeks 
that follow the feature.” 


Ein successful window display 
should have a certain distinction that will make it 
stand out from the rest as being novel and different, 
in the opinion of Mr. Riley, who is also a strong 
believer in the practice of tying up window displays 
and newspaper or magazine advertising. This is 
done in practically every window display in the Fifth 
Avenue Walk-over store. 
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NATIONALLY 


600 Crosby Square—in stock 
AA toD, 5to12. Brownas 
above, O01 Crosby Square. 


Faithful reproductions of the world’ s 
finest custom made shoes for sport, 
walking, town and dress. Priced to 
retail ata profit, from $5 to $6. 
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Neither the cultivated English 
countryside nor Long Island’s 
proud estates nor Princeton’s cam- 
pus duplicate the rough, Scottish 
highlands. But the brave, stout 
walking shoes which Scotland gave 
the world are at home wherever 
gentlemen walk. Rough going or 
smooth, good weather or bad, these 
shoes do not care. Purse proud? 
Never. These Crosby Square Au- 
thentic Fashions for walking and 
campus are priced for today. 


When shoes with sucha stirring 


WALTER BOOTH 


302 NORTH BROADWAY 


eMuckle for mickle 


appeal to a man’s senses and good 
sense are made and offered for sale, 
it’s not surprising to find Amer- 
ica’s leading retailers eager to sell 
them. That’s the Crosby Square 
record. Have you been denying 
yourself this decisive opportunity 
for profit? For volume? For pres- 
tige? For that extra spirit and ro- 
mance in merchandise that makes 
chance customers into constant 
friends? 


America’s most successful mer- 
chants are seizing this opportunity. 


SHOE COMPANY 


MILWAUKEE, WISCONSIN 
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At a buying meeting, for instance, 
which we attended recently in New 
York, the question of the Swagger Suit 
was brought up. It was given great 
fashion emphasis for stores with a bus- 
iness woman or college girl clientele, al- 
though it was not expected to be so 
strong with Mrs. Average Customer. 
The business woman is always consid- 
ered a good prospect for tailored 
clothes. Good tailored clothes mean 
good tailored shoes particularly to the 
business woman over thirty who has 
learned to be discriminating in red foot- 
wear. And for many stores this trade 
can be made highly profitable, because 
it is staple and sound. 

Women who learn to like a certain 
tailored last will get to know that last 
by name, and will come back, season 
after season, to ask for it again. 

Several Fifth Avenue stores have 
featured this Fall the idea of a special 
tailored last shown in the same tailored 
pattern developed three ways—in an 
opera pump, an oxford and a one-strap. 
This is a definite bid for the trade that 
appreciates good, conservative styles. 
It appeals to the woman who hasn’t the 
time to “shop around” for the shoes 
of her walking and working hours. 

Women who are on their feet a great 


deal, whether standing or walking, 
know the importance of well-built 
shoes. They are easily sold quality in 


construction and materials. They are 
devoted to the all-leather heel because 
it gives a firm base for the foot and 
does not scuff with wear and wet 
weather. The store that merchandises 
the welt shoe and the leather heel in 
a sufficient variety of styles makes a 
strong appeal for the business woman 
trade. 

But there’s another side to the pic- 
ture. Every business woman has an- 
other clothes problem—dressing for the 
days when shoe goes right from work 
to a date at five o’clock. And to the 
five and a half million business girls 
between the ages of twenty and twenty- 
four, that five o’clock date is vastly 
more important than all eight working 
hours put together! 

So in any promotion addressed to 
business women, semi-dress, ‘“double- 
duty” shoes should not be forgotten— 
shoes that are simple enough to spend 
the day at work and formal enough to 
spend an evening out! 

Recently in one of the thrillers in the 
dime magazines, the lady typist heroine 
appears at the office in “dainty satin 
slippers.” The author very evidently 
didn’t know his working girl, 1932 
style! Such slips of taste are fewer 
and farther between. The business 
woman today is pretty keen about 
what’s appropriate in clothes. Take 
the blond office-wife in the still from 
“Skyscraper Souls” shown at the begin- 
ning of the article. Her dress will look 
well over the dinner table, but it’s quite 


















Tailored and Double Duty Shoes 


[CONTINUED FROM PAGE 17] 


correct for the office too. And on her 
feet she is probably wearing shoes of 
the suitable type shown in the right 
hand group of sketches. 

A store planning a business woman’s 
promotion might show two windows in 
these two types of shoes—Tailored 
Shoes and Double-Duty Shoes. 

If you had some enlarged sketches 
or photographs in the window setting 
the costume background for these two 
types, the following costumes would be 
the ones to shows; 


1. For the tailored display. A tweed 
swagger suit, ( coat, sweater and 
skirt.) A woolen dress or a knitted 
dress. A tailored tweed coat. 


2. For the Double-Duty display. A 
crinkled crepe dress with the important 
white touch at the neckline, or a wool 
dress with a satin top. A sleeveless 
dress with a removable jacket. A 
formal coat with fullness in the sleeves 
and a wide fox collar. 


The shoes that would have the most 
fashion appeal to the business woman, 
as we see them, are these: 


1. Tailored shoes. The oxford, fea- 
turing suede and calf, or suede and 
reptile combinations. 

The pump with tip and foxing. 
Simple in design, but varied slightly 
from the regulation wing-tip model. 

The all-reptile shoe in alligator, or 
in Calcutta lizard Perforated trim is 
new for reptiles. 

For a strap shoe, the classic one 
strap, the broad, sabot strap style, or 
a variation of the monk shoe. 

Colors. Dark brown, black. Perhaps 
one shoe in ox-blood brown. 


2. Double-Duty shoes. The dress ox- 
ford, particularly the new: side tie which 
shoe retailers like better: this. season 
than last, because of its better fitting 
qualities. 

Stitching or laced details in the opera 
pump. 

The pump, built high to go with the 
new necklines, with goring or high- 
placed trimming. 

The T-strap, most important of the 
strap models. 

Colors. The burgundy shoe might 
well be included to brighten the black 
and brown in this display. Burgundy 
shoes have been moving well the last 
two weeks in the medium and lower 
price ranges. 


In presenting their Fall shoe styles 
a store in Richmond, Va., staged an 
idea that could be effectively worked 
into a business woman’s style program. 

Customers were asked to vote on 
their favorite shoes. This not only at- 
tracted attention to the displays, but 
served to give the buyer an indication 
of consumer preference, useful in sizing 
up for stock. 

In an election year, the voting 
thought is in people’s minds, partic- 
ularly, perhaps, in the minds of busi- 
ness people. Such an election might 
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be held at a time specially set aside 
for business women. If the names 
and addresses of the voters were ob- 
tained, they would make the nucleus 
of a new customer list to which further 
promotion could be addressed. Stores 
are finding it profitable to build up such 
a clientele. Women who know the im- 
portance of quality and who appreciate 
the value of good appearance, are good 
and loyal customers. 





“Get the Money” 
[CONTINUED FROM PAGE 19] 


When one clerk would start for a cus- 
tomer, one of the others would whisper, 
half as a joke, “Get the money!” 
When one would be busy at the shelf, 
another going by usually bantered, “Get 
the money, kid; get the money!” 

It was all a joke, so we thought, but 
just the same it put a never-say-die 
spirit into our selling that is not seen 
as often now as it once was. Possibly 
“Get the money” would never, never do 
as an internal slogan in our dignified 
“institutions” today. Too uncouth. Too 
undignified. Too mercenary. Oh, my! 

Nevertheless, that old shoe merchant 
who instilled a Get-the-money spirit 
into us boys has long ago retired to 
live in comfort on the money that slo- 
gan took in. 

It is not stretching the facts to say 
that never in this generation’s memory 
has it been easier to walk out of a store 
without buying. You say, “I guess I'll 
look around,” and the store’s instruc- 
tions are not to argue with you, just 
hand you a card and bow you out grace- 
fully. Yet we all need sales so badly! 

It is a delicate question, how far to 
urge a customer and when to quit. The 
art of real salesmanship lies in the 
ability to sense the dividing line set by 


) each customer’s individuality. 


Do not read into this story any de- 
fense of the old “slicker” methods which 
approved any tactics whatever that re- 
sulted in a sale, no matter how deceit- 
ful or underhanded. Not at all. 

It is rather a plea for every mer- 
chant to examine the selling activities 
in his own store, to see whether or not 
he has devitalized his salesforce by too 
much emphasis on “High pressure sell- 
ing is forbidden in this store.” 

Maybe that is one reason indifference 
is angering more customers than any 
other cause. Maybe that rule, excellent 
in itself, has caused the salespeople to 
seem high hat—to make little effort at 
intelligent substitution when the shoe 
asked for is not in stock—to hesitate to 
push a shoe to which a customer has 
made some trivial objection—to quit 
when the sale is half made for fear the 
house will accuse him of over-urging. 

Let’s be honest. The store was estab- 
lished originally for one purpose—to 
Get the Money. Possibly that may not 
be such a bad slogan after all. 

Doubtless, say you, the idea is fine, 
but it needs to be expressed in—well, 
in nicer words, you know, without such 
a vulgar sound. All right, have it your 
own way. But get the money! 
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Shoes to Retail From 


50c 0 $7 


ETERS Shoes from the lowest thru the highest grades are 
made of good SOLID LEATHER. This entire line was 
priced when hides sold at 3%4c per pound... today they are 
over 7c. If you haven't received this catalog... write for one 


...it will pay you to see this QUALITY line. 
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The Baldur 
Adella STYLE 4002—BLACK KID 
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The Draper 
STYLE 4772 : 
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STYLE 4575—BROWN KID STYLE 4773 
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The Stubbs 


‘ $9TYLE 1564—BROWN CALF - 
STYLE 1565—BLACK CALF 
12/8 LEATHER HEEL 
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few as good. Natural Bridge success is 
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Convince Customers That Quality Is" 
Worth Its Price 


[CONTINUED FROM PAGE 21] 


one for $4.50, yet the clerk who knows 
his job ought to have no more difficulty 
in explaining that than he would the 
first extreme. 

It would therefore seem that the first 
essential in successful slipper selling or 
any other kind of selling is to know 
your product so well that you can con- 
vince your customer of its value. 

There are more than a hundred and 
twenty-five basic operations on a good 
indoor turn slipper. Many of these may 
be omitted and not affect the appear- 
ance. 

There is a certain weight of sole that 
is the minimum for wear and support, 
but half this weight can be used with- 
out affecting appearance. 

There is a certain count of satin and 
crepe, a certain texture and weight of 
upper leather, which is the minimum 
for wear and enabling a slipper to hold 
its shape, but this again can be greatly 
lowered without affecting the appear- 
ance. 

There is a host of hidden materials 
and methods which go to make up the 
foundation of a good slipper which can 
be in a large part eliminated and not 
affect its appearance. 

Yet it is appearance and appearance 
only which makes up the basic sales 
appeal in many stores selling slippers 
today. 

A $5 watch and a $100 watch can be 
made to look alike, but it would be 
silly to buy the cheaper one on its ap- 
pearance, and it is quite as silly to buy 
cheap slippers for that reason. Many 
merchants fail to make money on slip- 
pers because they yield to this eye ap- 
peal, and in seeking to make an impres- 
sive showing will buy many styles in 
many colors but one pair to a size. 
This only confuses the customer and 
irritates because he must so often listen 
to that most hateful of statements, “We 
will send and get you a pair!” 

Again there is the store which feels 
that Christmas is a poor time for sell- 
ing shoes, so they may as well put in 
some slippers and pick up a little trade. 
Frequently this merchant may be sell- 
ing $12.50 shoes and put in slippers re- 
tailing for two dollars. It would be just 
as wise to put in a soda fountain for 
the holidays. This merchant as soon as 
Christmas is over puts his odds and 
ends on the highest shelf and the very 
word slipper is anathema to him until 
December rolls around again. 

After more than fifty years’ experi- 
ence we are convinced that the right 
way to sell indoor footwear is to have 
a separate department for it even 
though that department is only a glass 
case in a corner taking up only a part 
of the time of one clerk. That clerk 
should know the line—should know the 





uses of leisure slippers. In that depart- 
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ment you ought to find a nice selection 
of styles in acceptable colors but not a 
confusing multitude and, above all, you 
will find sizes, because the person at 
the head is charged with the duty of 
sizing up every week. 

You will not find there a slipper for 
$3.50 and another one something like it 
for $3.25, forthe head knows lines so 
close together kill each other and con- 
fuse the consumer. 

You will find a salesperson who 
knows the need of a bedroom bathroom 
slipper, but who also knows that such 
slippers do not belong in the rest of the 
house, and can point out to the con- 
sumer the danger of foot spread from 
wearing sloppy and wornout shoes. 
He knows the need of a trim, well- 
lasted house slipper and knows what 
makes it stand up. He knows these 
things cost money, but he also knows 
that on a basis of mileage they are 
cheaper. He knows leather and fab- 
rics, soles and workmanship, fit and 
style and can explain the true economy 
of quality. 

In a word, you’ve got to be sold your- 
self and be willing to sell the consumer. 

The records recently published by the 
National Shoe Retailers Association 
show that 17% per cent of the cost of 
doing business is in the payroll. Over 
one-half of the total and the lion’s share 
doubtlessly in selling expense. The 
public is entitled to intelligent selling 
at that price and an opportunity is be- 
fore the quality dealer to help clear the 
confusion existing in the mind of the 
consumer by truly explaining values. 

We are all creatures of habit and 
change very little. The force of circum- 
stances may drive us off our standard 
temporarily but we soon return to the 
smooth grooves which habit has worn 
in our lives. A man lowers his stand- 
ard against resistance—it is a confes- 
sion of defeat, a definite loss in self- 
respect—and he returns in full expec- 
tancy that his dealer has kept the lamp 
burning. 


The Future of the 
Style Conference 
[CONTINUED FROM PAGE 32D] 


It has also been suggested as a part 
of the new plan that the large meeting, 
usually held on the second day of the 
Conference, be put off until just before 
volume retail buying actually starts 
enabling the Style Committee to give 
the retailers a more authentic idea of 
what styles may be expected to pre- 
dominate for the coming season. To 
have the large meeting the day follow- 
ing the meeting of the committees, in 
my opinion, is very illogical. It is im- 
possible to have showings of shoes and 
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ensembles the day following the adop- 
tion of ‘the style program. It requires 
about six weeks ‘or more of planning 
and arranging to get togther the shoes 
and costumes. Authentic styles in shoes, 
millinery and costumes cannot be made 
and assembled the day following the 
committee meeting. 

Dec. 5, the day before the National 
Seasonal Opening conducted by the shoe 
manufacturers, has been suggested as a 
proper time for the large gathering. 
I believe that Dec. 5 would insure the 
largest gathering of interested manu- 
facturers and buyers that we have ever 
had. There will be more buyers in 
New York from all sections of the coun- 
try, particularly from the South and 
Pacific Coast, than have ever had the 
opportunity of attending one of our 
Style Conference meetings in October. 

The representative committee assem- 
bling in October could accomplish all, 
and I believe more, than the committee 
has heretofore; and if the program is 
promptly publicized and circulated to 
the industry as a whole, an even more 
constructive and helpful program could 
be formulated than previously. There 
is also another factor to consider in 
view of present business conditions. 
There are many manufacturers and re- 
tailers who will plan to be in New York 
during the National Seasonal Opening; 
but to make three trips, one in Septem- 
ber for the Tanners’ meeting, one for 
the Large Style meeting, and a third 
for the: Seasonal Opening,.is not re- 
garded as economy and will be impos- 
sible for many manufacturers and re- 
tailers under present conditions. Un- 
less at least two of these meetings are 
combined, in my judgment, it will seri- 
ously hamper the attendance at the 
Style Meeting. Last year there were. 
more than 1200 retailers registered at 
the National Seasonal Opening con- 
ducted by the manufacturers; and there 
were of course many more who were 
not registered. The Manufacturers’ 
Association has received many letters 
from retailers commending the earlier 
opening of the season and expressing 
their intention to attend in December. 

As Chairman of the Manufacturers’ 
Style Conference Committee, it is of 
course my earnest desire to see the work 
of the Style Conference carried on; and 
I believe the Joint Committee as sug- 
gested will be a more cooperative, closer 
connected and better organized commit- 
tee than has heretofore existed. It will 
mean a further forward movement in 
the standardization of style and the 
style program for our industry. Be- 
sides, if the Large Meeting is held on 
Dec. 5, the day before the Seasonal 
Opening, when so many buyers are in 
New York, it will turn the minds of 
manufacturers and retailers alike, to 
style, color, merchandise and quality, 
instead of a mere shopping on the basis 
of price alone. If the industry is ever 
to recover from the tremendous price 
competition that exists today, such a 
constructive meeting as we held last 
year, should logically come at the time 

[TURN TO PAGE 62, PLEASE] 





The Pain Killer 


[CONTINUED FROM PAGE 15] 


If you are a golfer and wish to expe- 
rience the full bitterness of despair, try 
a pair of fallen arches. You will then 
realize that a financial depression, how- 
ever painful, is nothing compared with 
a metatarsal depression. A few Wall 
Streeters still play golf, and doubtless 
some of them are rugged enough to dis- 
regard the day’s quotations on foreign 
bonds and hit a good tee shot, but not 
even an athlete like Jim Thorpe, the 
Iron Man, could get off a clean drive 
with his insteps marking a new low. 


the party referred to, I was forced. 


T 
A to do a good deal of standing, for 
there were perhaps thirty people in 
the room. In time, somebody discovered 
that my feet hurt—possibly during a 
lull in the laughter the plaintive yelp- 
ing of my dogs made itself heard. Any- 
how, he said: 

“You’d better see Doctor Locke.” 

Inquiry as to who Doctor Locke 
might be elicited the information set 
down at the opening of this article. A 


wizard who treated everything from 
tonsilitis to ptomaine by cracking toes 
sounded like a joke. Why not cure ery- 
sipelas by wringing a man’s ear? 

But I was assured that this was no 
Canadian gag and was urged to drive 


down to Williamsburg just to see the 
spectacle. “It’s like a big day at Ste. 
Anne de Beaupré. People come there 
from all over the country.” 

“Who comes?” 

“Rich men, poor men, beggar men, 
thieves; on foot, in tin cars, in limou- 
sines with two men on the box.” 

“Things are booming down there,” 
another informed me. “You can’t get a 
room within miles of the village. All 
the farmers in that part of the country 
are taking in boarders.” 

“And why does he treat nothing but 
feet?” some joker wanted to know. “Be- 
cause he’s in the corn belt. Hey! Hey! 
He certainly knows his bunions.” 

“Kidding aside, he has effected some 
wonderful cures.” 

“Nonsense!” 

Everybody in my part of the room 
now had something to say. 

“I’m not talking nonsense. He cured 
me”... “And the money he takes in!” 

. “Mrs. So-and-So drives down there 
three times a week” .. . “He cured a 
rich American who had been to the best 
specialists in this country and in Eu- 
rope. The man wrote him a check for 
ten thousand dollars but Locke refused 
it”... “Faith cure!” ... “Hypnotism!” 

. “Fake!” ... “Marvel!” 

So ran the comment, and meanwhile 
my aching malemutes pricked up their 
ears. Nearby was a doctor. I hobbled 
over to him and inquired: “Is there 
anything in it?” 

“How can there be anything in it if 
he sees a thousand patients a day? No 
physician could diagnose a quarter of 








that number of cases, much less treat 
them.” 

Later in the evening I talked with 
another medical man, a_ well-known 
Canadian surgeon, who said, “Don’t 
take anybody’s word. Drive down and 
see for yourself. Take a treatment.” 

“Evidently you believe in him.” 

The doctor nodded. “I’m forced to 
believe in him, for he has relieved cases 
which I couldn’t touch. -I’ve sent people 
to him on stretchers and he’s had them 
walking. Arthritis, you know, baffles us 
medicos.” I didn’t know but I tried to 
look as if I did. “About all we can find 
in the medical books are the various 
classifications of the disease. There’s 
nothing much about how to cure it, for 
nobody knows. Locke seems to be cur- 
ing it and a lot of other things too.” 

“Through the feet?” 

“Through the feet. Quick, simple, 
painless. It’shis theory that numerous 
ailments—such as rheumatism, arthri- 
tis, sciatica and the like—are the indi- 
rect results of faulty foot posture which 
causes pressure on the posterior tibial 
nerve and starts a vicious chain of 
symptoms in other parts of the body. 
He proceeds on the hypothesis that cor- 
rect posture, relief of strain or pres- 
sure, will permit nature to effect her 
own cure.” 


T HE doctor went into high gear at 
this point—into a discussion of med- 
ical theory and practice, too technical 
for me to grasp—but I gathered that 
there are two causes for disease; the 
predisposing cause, which is trauma, 
that being a five-dollar word for injury, 
and the exciting cause, in common lan- 
guage germs. An injury (trauma) pre- 
pares a lodging place, a’ point of attack, 
for those saber-toothed, microorganisms 
which science tells us are lurking 
around in the human system waiting 
for a chance to gnaw holes in it. With- 
out trauma, inflammation, weakness or 
what have you, nature’s police force is 
usually sufficiently strong and alert to 
control those yeggs and keep them on 
the move. Even if they muscle in she 
can round them up, provided she is 
given what amounts to popular support. 
May I say again that this is no scien- 
tific treatise, but if the medical profes- 
sion chooses to adopt my definitions 
there will be no copyright difficulties! 
“Our feet have a lot of work to do,” 
continued the Canadian doctor, “and 
while they’re strongly built they’re by 
no means foolproof or indestructible. 
They are the foundations upon which 
we stand. Suppose I dig a hole under 
one corner of this house. The weight 
directly above that hole in the ground 
will no longer be supported vertically: 
the strains will be taken up along diag- 
onal lines, and as that corner settles, a 
crack back yonder in the wall may ap- 


pear. 
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“Upstairs another crack still farther 
back may show up, and on the roof 
we're likely to find a crack in the chim- 
ney clear over at the opposite side of 
the house. The bones of our feet are 
small and rather badly put together 
from an engineering standpoint: they 
are assembled into two arches which 
support our weight. When those arches 
lose their shape, strains and stresses 
are transmitted to other parts of the 
body as a result of nature’s effort to 
compensate the balance. That results 
in trauma. 

“Locke got his training in Edin- 
burgh, where those Scotch doctors don’t 
permit a patient to walk until the 
strength of his feet and legs has been 
built up. He has gone them one better, 
and I’ve a suspicion that he may be 
years ahead of us. Anyhow, let’s run 
down and see him.” 


y= we drove into the town of 
Williamsburg about ten o’clock in 
the morning the place was crowded 
with the strangest people I ever saw, 
for nearly everybody limped, shuffled, 
‘walked with a cane or with crutches. 
Some sat in wheel chairs, and out of 
car windows peered faces lined with 
the cruel marks of suffering. 

Doctor Locke’s house and office are on 
a maple-shaded side street. Alongside is 
a lawn, or what must have been a lawn; 
the grass has disappeared and it is 
packed as hard as a clay tennis court. 
In the center we saw a circle of chairs, 
benches, boxes and crates, and inside it 
a revolving office chair. 

In this the doctor was seated; pa- 
tients sat around him and others were 
standing six deep, looking on. As rap- 
idly as one rose another took his place. 

The doctor was coatless and collar- 
less; his sleeves were rolled up, and he 
wore galluses. No white tile or enamel 
here; no medical paraphernalia, no 
mystery or hocus-pocus about this open- 
air clinic. Shoes came off; feet were 
outstretched; joints cracked; the chair 
revolved. 

Inasmuch as my companion had ar- 
ranged by telephone to see the miracle 
worker in private, we went into the 
house. 


OCTOR LOCKE is a man of about 

fifty and rather shy. His humor- 
ous blue eyes twinkled when I expressed 
my interest in the stories I had heard 
about him and my amazement at the 
spectacle outside. 

“It’s a sight, isn’t it?” he agreed. 
“People ask me why I don’t move to 
Ottawa or to some city in the United 
States. Why should I move when I 
have all I can do right here?” 

As we talked I removed my en 
With practiced touch, he felt my feet 
and explained briefly to my companion 
what was wrong. Fallen arches, mis- 
placements of the foot bones are most 
commonly the result of flu or grippe or 
colds which lower the muscular tone, he 
declared. More often than not, people 
get out of sick beds and put weight on 

[TURN TO PAGE 44, PLEASE] 
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English-Made 
Riding Boots 
For Women For Men 


$750 $8.50 


Per Pair Per Pair 


Every dealer should take immediate ad- 
vantage of this extraordinary opportu- 
nity to merchandise Colt English made 
Riding Boots at a price that will result 
in a large, profitable volume. 


WRITE TODAY FOR CATALOG H 
COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway—New York City 


Also In Stock at 


Los Angeles, Cal. 





911 So. Los Angeles St. 





Flex-Mode (light weight cement constructed) shoes carry a 
metatarsal raise on insole, rubber cushion heel pad and a 
corrective shank of proven merit. Merchants who wish to 
sell their customers light-weight walking types of shoes will 
find this feature an aid to sales volume and satisfied cus- 
tomers. 


FOR THE SWAGGER GIRL .... . 


with Tweed or Burgundy 
DENARD—JIn-stock 

A782—Black suede, black calf trim. 
Avenue last, two-inch covered wr 
vard heel, AAAA to C 
A783—Brown suede, brown calf an 
Avenue last, two- pny! covered Boule- 
vard heel, AAAA t 
A784—Pigskin with aes calf trim, 
Avenue last, two-inch covered Boule- 
vard heel, AAAA to C $4.00 








DANA—In-stock 


A808—Black suede, black calf trim, 
Avenue last, two-inch Boulevard heel. 
AAA to C 


75 
A809—Brown suede, brown calf trim, 
—, last, two-inch Boulevard heel. 


A’ 

ABiO— Pigskin with brown caif trim. 
Avenue last, two-inch Boulevard heel. 
AAA to C $3.75 


81 other styles in- 

stock including 

all wanted ma- 
terials. 








Terms 3%—30 days, net sixty days. 
Orders for less than three pairs, 25c. extra per pair. 
Write for our catalog. 


The KRIPPENDORF-DITTMANN Co. 
CINCINNATI OHIO 








THE HOTEL 


MONTCLAIR 


LEXINGTON AVE.49"™ TO 5O™ST. NEW RR 
800 ROOMS 


EVERY ROOM WITH BATH 
From $3.00 per day 
Attractive Rates by the Month 
A RADIO IN EVERY ROOM 


Short walking distance from Grand Central 
Terminal and B.&O. Motor Coach Station. 
Ten Minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 
OSCAR W. RICHARDS, Manager 
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*. s 
BUSINESS 


is better 


STYLE—QUALITY—PRICE 
CALF—SHEEP—SIDE 
LEATHERS 


® 
A. C. LAWRENCE 


LEATHER COMPANY 


BOSTON NEW YORK ST. LOUIS 
PEABODY COLUMBUS PHILADELPHIA 


Yados’ 


MILWAUKEE 


GLOVERSVILLE 








The Pain Killer 


[CONTINUED FROM PAGE 42] 


their feet before their leg and ankle and 
foot muscles are sufficiently toned up to 
suport it, thus paving the way for sci- 
atica, neuritis, arthritis and other ills. 
By restoring normal foot posture the 
predisposing cause of disease is re- 
moved and the exciting cause often dis- 
appears. 

How he went about restoring my nor- 
mal foot posture I soon discovered. 
With my left heel resting upon his knee 
he took the foot in his big strong hands 
and twisted it. I smothered a grunt, 
more of surprise than of pain, for it 
sounded like a bunch of firecrackers. 

His manipulation was sure, swift and 
thorough. He doesn’t fool with a foot. 
When he cracks one it stays cracked. 

“Get some proper shoes and I’ll have 
you as good as ever in a few days,” he 
told me. 

I hadn’t the heart to pester him with 
questions when there were so many peo- 
ple in need of attention but my com- 
panion and I eagerly availed ourselves 
of his invitation to join “the circle” and 
watch him work. We pushed through 
the crowd in his wake and stationed 
ourselves behind his chair. 


HE front-row patients had their 

shoes off. The first one lifted his 
right foot. Doctor Locke diagnosed the 
trouble for us in a word or two, gave 
the foot a twist; the patient grunted 
and laughed, then lifted his left foot. 
Twenty seconds usually sufficed for a 
manipulation. 

Such feet I have never seen: all were 
misshapen; some were puffed and swol- 
len; others were gnarled and knobby. 
Occasionally a claw-like hand was out- 
thrust, and this the doctor manipulated 
firmly but gently. A wheeled chair had 
been rolled into the circle. It was occu- 
pied by a rack of bones—a man whose 
chalky face and feverish eyes betrayed 
the fact that he lived in constant pain. 
When the doctor treated his feet, he 
clutched the arms of his chair, threw 
his head back and stiffened rigidly. 

The feet and hands of a twelve-year- 
old girl were badly swollen. She was 
pathetically frightened. Over his shoul- 
der the doctor murmured: “Tonsils! 
Don’t know that I can do much for 
her.” 

An elderly woman queried in a chok- 
ing voice, “What’s the matter with me, 
doctor?” 

“Hold up your hand,” he directed. 

She obeyed; her hand trembled. 

“Put back your head. Close your 
eyes.” Her lids quivered. He told her 
she had goiter and directed her to wait 
for him in his office. I learned later 
that he has remarkable success in treat- 
ing goiter, of course by means other 
than osteopathy. 

As one patient rose, another took his 
place. Usually each patient handed him 
a dollar bill which he crammed into his 





already bulging pants pocket. Some 
handed him larger bills and told him 
how many days they had been coming, 
and he made change. 

Meanwhile, more cars arrived and a 
steady stream of people came and went 
from his office, where his nephew, who 
assists him, was equally busy. 

It was an extraordinary sight. There 
was something almost Biblical about 
the faith in those healing hands. Most 
of these sufferers had tried every other 
means of relief, and desperation had 
driven them here. Locke, it seemed to 
me, was working under serious disad- 
vantages in treating such advanced 
cases, but that, I dare say, is the lot of 
any specialist. 

A Canadian shoe manufacturer turns 
out shoes according to Doctor Locke’s 
ideas, and so great is the demand for 
them that several clerks are kept busy 
in the remodeled barn alongside his 
house. 

I found no difficulty in talking to the 
doctor’s patients, for all were eager to 
tell of the benefits they had received. A 
bent, frail woman who could barely get 
around with a cane informed me that 
she had long been bedridden and was 
walking for the first time in years. An- 
other week in Williamsburg at this rate 
and ‘she would discard her stick. 

A man with a Florida license on his 
car asked me what I thought of this 
show. When I confessed it bewildered 
me, he said: 

“TI heard of it a year ago and drove 
my wife up here. She was crippled with 
rheumatism and in terrible pain; could 
not get around. At her first treatment 
the doctor asked if anything ailed me. 
I told him nothing except lumbago, 
which was probably out of his line. He 
twisted my feet and I haven’t had a 
trace of it since. My wife is a lot bet- 
ter, and I think this trip will completely 
cure her.” 


A Doctor Locke’s request a young 
woman recited her story to me. She 
is a teacher in a well-known southern 
college who several years ago fell a 
victim to arthritis. Her joints swelled 
and grew stiff; she lost the use of her 
hands; her knees were bent. 

“I did everything,” she declared. “I 
took various treatments. I spent a sea- 
son frying out in the Florida sun; in 
spite of all I could do, I grew steadily 
worse. I heard about Doctor Locke and 
came here a few weeks ago, barely able 
to walk. Now my knees are straight; 
the swelling in my hands, my legs, my 
feet is almost gone. I’m practically 
well. It’s—miraculous!” 

“What did he do?” 

“H®é merely treated my feet. Think of 
it! A month ago I was doomed; now 
I’m going back to work.” 

Behind the tears in the speaker’s eyes 
was a light of great joy. 
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It must be a fine thing to kill pain, to 
break canes and crutches, to bring hope 
and happiness to despairing hearts. 

Naturally no “wonder: worker,” no 
drugless healer can conduct a practice 
of this sort for six years without at- 
tracting newspaper notice. Doctor 
Locke has been written up and report- 
ers have talked with more patients than 
I could interview during the several 
visits I made to Williamsburg. 

I quote from an article in the To- 
ronto Star Weekly by Mr. Frederick 
Griffin, who likewise made an effort to 
collect some direct testimony. 

“A boy of nineteen, dark, French- 
Canadian, R. Archambeault, of 47 
Cathcart Street, Ottawa, is telling a 
group his remarkable story. Six 
months ago he dragged his useless limbs 
or. crutches. On his feet he wore heavy 
plates. His hands had not the power to 
put on his collar and tie. His bent 
spine perpetually ached. He could not 
look at the sky. His head stayed down 
on his chest. 


‘TODAY, he looks at us humorlessly 
out of his sad, dark eyes. He lec- 
tures us with gravity in his precise 
English. Elderly people, many of them 
on sticks, listen eagerly to this youth 
whose very appearance attests the mir- 
acle of his recovery. He stands with- 
out trouble, leaning merely upon two 
sticks. He walks slowly with stiff hips 
and bent knees but, queerly, he 
walks... 

At three, he tells the circle, he had 
infantile paralysis. It crippled him 
sadly. From three to seven he could 
only crawl on the floor with his hands. 
From seven until recently he was ap- 
parently lame without hope, a poor 
dragging boy. 

After three weeks of treatment this 
boy regained the use of his body suf- 
ficiently to get work. Mr. Griffin goes 
on: 

“I walk over to a pale woman leaning 
upon a single cane ... A Miss Holmes 
from St. Vincent’s Home for Incurables, 
Ottawa. “This is the first summer,” 
she says, “since 1926 that I have been 
able to walk.” 

A victim of arthritis. She could not 
put on her shoes. There was no circu- 
lation in her feet. For five years! ... 
She was carried to him (Locke) for the 
first treatment, for she could not walk. 
... The swelling in her feet decreased. 
The circulation improved. ... Not cured 
yet, but relieved beyond all expectations 
and with hope, hope. Shoes on her 
feet and able to walk with a cane. 

Across the street from the doctor’s 
house Alex Mustaffa, a Syrian fruit 
man, has set up a stand, and here is 
what he told the Toronto newspaper- 
man. 

For fourteen years he had fallen 
arches and abscessed feet. He could get 
no relief. He could not earn a living. 

- “T can’t get up in the morning and 
dress myself. Nothing but agony and 
yelling ‘Yih! Yih! Yih!’ Now, by gees, 
I can stand and walk!” 

[TURN TO PAGE 58, PLEASE] 
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M-eNEELY 
COLORS 


COLOR SION. 
SEAL BROWN (Cinder Brown) 


MEN'S 
A Dependable true brown — Dark 


COLORS . enough for high style interest — 
But true in caste to blend with all 
browns as well as the new Dark 


Reds. 


COLOR 19 sorREL 
Repeats its usual success as COLOR 25 


a custom color that enjoys AUTUMN BROWN (Indies Brown) 


volume. 
A staple medium brown considered 


a standard for walking and cor- 
rective shoes. 


cOLor 28 DAPPER 
A medium brown sometimes COLOR 89 
called Bourbon. ADMIRALTY BLUE 


A carry over color for early selling. 
But assured success is predicted 
for this Dark Blue of McNeely 
craftsmen. 

Swatches of all colors sent on 


request. 


Style Department 
25 Spruce St., New York City 














ALLIED KID 
COMPANY 


CAND OF 8 OG DA RDO) 
519 W.HUNTINGDON STREET 
PHILADELPHIA 
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An important advance in the art of good shoemaking is the 
introduction of a unique feature in the manufacture of lasts. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 


edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 

The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 

The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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Hiking Time 
creates 


Official Scout Shoe Sales 


T is getting to that time of year 
when boys and girls, men and ~ 
{ women, get the urge to tramp through 
~ the woods. 
The Scout organizations—Boy and 
es Girl—sponsor organized hikes, and 
Scout leaders urge the use of the 
OFFICIAL Boy Scout and OFFI- & 
CIAL Girl Scout Shoe. 


OliTrar) Make your store known as OFFI- Official 
Bo y MYaeTE CIAL Scout Shoe headquarters. Put G irl S Ponth: 
in a supply of OFFICIAL Scout Foot- 
wear. The stock required is small. Shoes with 
Turnover is rapid. The OFFICIAL [ym Pep. A-PIVOT 
shoes are carried in stock by both the 
Brown Shoe Company and its asso- FEATURE 


ciate, the Central Shoe Company. 7" 
GIRL’°G S} SCOUTS 


The OFFICIAL BOOTS illus- Biernvyatetts 

trated are in particular demand 
through fall and winter. They sell 
freely to members and non-members 
alike. Place a mail order for these 
Boots now, and write for catalog, or 
ask the Brown Shoe or Central Shoe 
salesman to show you the line. 


Licensed by the Boy Scouts of America to manufacture 
the Official Boy Scout Shoe. 


Licensed by Girl Scouts, Inc., to manufacture Official 
Girl Scout Shoes with the PED-A-PIVOT feature. 


Official Boy Scout No. 58 Official Girl Scout No. 11 


Boys’ 18-inch Brown Elk Moccasin B S L C Girls’ Brown Elk 8-inch Moccasin 
Vamp Blucher, Strap and Buckle, r @ ] WwW n ©] 4 @] a Vamp Blucher, Flex-Dri Outsole, 
PY ag peste oe renee, Crasere 1-inch Rubber Top Heel, Welt, 
pe B.C, D 12. ” $2.90 Moccasin Last. AAA 3%-10, AA 


Gente Be Pei ip ies C | S h C 3-10, A, B, C, D 2%-10....$3.85 
D oe reseee wc 2.80 € n t r a o e o ” Official Girl Scout No. 12 


C, D 11-18% 


Men’s Same, 16-inch, Big Scout 
-Last. B, C, D 6%-11...... $3.60 MANUFACTURERS ST. LOUIS Same. Smoke Elk 
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Keeping Everlastingly At It! 


(nna Jettick Virtues. 


BEAUTY -» GRACE + THRIFT 


Beauty: iwheren in the emart styling and materiale of Bone Jettichs, 
However, a shoe must fl perfectly to he beautiful. You can be 
assured of correct and stylish fitting with Enna Jetticks. There 
is a size for every foot... to 12, widths AAAAA to EEE, 


Grace : Year qrvn may be te lstest Pers impertetion ... shar hat 
an example of the milliner's art, but you can't display the grace 
and poise which Fashion demands if your shoes pinch or gap 
at the sides and heels. Ash your desler to show you Enna 
Jetticks in the exact size and width your feet require. 


Thrift: nvweys important, but no matter what price you pay, if your 
shoes do not conform to your feet in every detail they represent 
money thrown away. So select your Enna Jettick model and 
be fitted a Enna Jetticks are now priced as low as you 
dare to go... 


142} a 


Take adva ntage of these new low prices! Our famous slogan is truer than ever: 
“You need no longer be told that you have an expensive foot,” 
Go to the dealer with the Enna Jettick sign prominently displayed and try on @ 


pair cof E nna Jettich Shoes. See for yourself how Enna Jetticks have truly 
achieved these three virtues; beauty, grace and thrift, 


er) 


ZELMA: A new ball the with deinty 
trum $5.00 


‘VIOLA: A chic bow pump with boulevard 
heel $5.00 








£nna Jetticks are worn and endorsed by more women than any other shoe. 


“YOU NEED NO LONGER BE TOLD 
THAT YOU HAVE AN EXPENSIVE FOOT” 





HAT is the keynote of successful mer- 
chandising and the basis of the 
Enna Jettick plan. 


When on September 9th the Ladies Home 
Journal was either delivered to, or purchased 
by, its nearly three million readers, it carried 
a full-page advertisement announcing the new 
Enna Jettick prices of 


$4 40 and $ 500 


one of the most important announcements ever 
made to the women of America. 


In October, “VOGUE” will carry the 
Enna Jettick story of lower prices and better 
quality to the Fashion Leaders of the country. 


Every Sunday night the vast N. B. C. Net- 
work of radio stations delivers the Enna Jettick 
message of Value, Fit and Style to millions of 
women from Coast-to-Coast. 


Functioning day in and day out for the bene- 
fit of dealers, is the Enna Jettick in-stock. de- 
partment carrying at all times more than one 
million pairs of shoes — shipping orders the 
same day they are received — a service un- 
paralleled by any one single brand of women’s 
shoes. “Keeping Everlastingly at It!” is the 
Enna Jettick policy—a policy that produces 
sales and profits for a mighty dealer pee 
tion througout the country. 


The Enna Jettick franchise may be open in 
your community. Write or wire Enna Jettick 


Shoes, Inc., Auburn, New York. 





Listen to ENNA JETTICK MELODIES every Sunday at 8 P.M. (E.S.T.) WJZ and Associated N.B.C. Stations 








ENNA JETTICK SHOES INC. 


AUBURN, NEW YORK 
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NATIONAL NEWS 
» HOW’S BUSINESS < 








World Leather Prices Rise 


WASHINGTON, D. C.—Optimism is be- 
ing shown by leather producers in the 
principal tanning countries of the world 
since the rise in raw stock prices, ac- 
cording to the Department of Com- 
merce. Trade has been better in recent 
weeks, the department said. 

Sales are still on a small scale, but 
are more frequent and additional in- 
quiries are being made by consumers 
whose stocks are low, but who have not 
appeared on the market in recent 
months. Buyers expect leather prices 
to rise in line with the increased cost 
of raw materials, and generally do not 
attempt to obtain price concessions as 
formerly, it was said. 

In addition, many producers have re- 
fused orders placed at quotations pre- 
vailing in the previous month. This 
also has had a tendency to restore con- 
fidence in many quarters. 

Lower priced leathers still comprise 
the larger share of the trade, but small 
orders for quality merchandise have 
also been placed. Patent leathers are 
seasonably slow, but uppers and soles 
are moving more freely, while an im- 
proved demand has also been noted for 
fancy and novelty leathers. 


Increase Production 


MILWAUKEE, WIS.—According to Paul 
Wobst, sales manager of the B. B. Shoe 
Co., dealer buying, which is presumably 
spurred by increases in raw material 
prices, has resulted in his firm adding 
100 workers to the payroll. “There has 
been a very great increase in business,” 
Mr. Wobst stated. 

The new crew has started on a night 
shift beginning Aug. 25, increasing the 
pay roll to 350. Production is stepped 
up from about 2000 pairs a day to 3000. 

The expansion looks permanent, ac- 
cording to Mr. Wobst, who said the men 





being added are all new hands, not for- 
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mer employees. The firm’s orders 
throughout 1932 have held at a level 
above that of last year. 


July Production Decreases 


WASHINGTON, D. C.—The Depart- 
ment of Commerce presents the follow- 
ing statistics on the production of boots 
and shoes, by classes and by states for 
July, 1932, representing 1101 factories. 

The total production of footwear in 


PRODUCTION OF BOOTS AND SHOES 


JULY, 1932 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER,BY MONTHS 
1930, 1931 AND 1932 


« > ZIislogifk ae. j 
ziealSielziz|3 g 
Si Ela 313213 a 218 
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factories reporting for July, 1932, indi- 
cates a decrease of 13.3 per cent from 
June, 1932, and 28.6 per cent from July, 
1931. The greatest loss in production 
is in the class “Part leather and part 
fabric,” which is placed at a loss of 
46.3 per cent. 

The state of Massachusetts is the 
only state to show an increase in pro- 
duction. This figure is given as 8.8 per 
cent pairage gain for the first six 
months of this year. 


Rochester Working Overtime 


ROCHESTER, N. Y.— Overtime work 
began in Rochester factories for the 
first time in a year last week, as the 
shoe industry in this vicinity hit the 
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EVERY WEEK 


stride in keeping with the boom in the 
rest of the country. 

While infants’ and misses’ lines con- 
tinued to lag behind a trifle, women’s 
shoes stepped up to capacity production 
in a number of plants and in others 
shattered the output of a year ago. 
Along with the factory advance was an 
optimism on the part of retailers that 
prices will go up next Winter in keep- 
ing with the gain in leather prices and 
the dollars being put back into circula- 
tion through renewed employment. 

With a new line of women’s welts 
ready to be taken on the road, the E. P. 
Reed Company is working some depart- 
ments overtime and is up to capacity in 
others. The advance has been gradual 
but certain. The W. B. Coon Company 
and the D. Armstrong Company, al- 
though not reported at full capacity, . 
are busy with steady production. The 
Menihan Company is only slightly be- 
hind. 

The Artisan Shoe Company was re- 
ported speeding up its children’s lines, 
as was the F. A. Kuhnert Shoe Corpora- 
tion. 

Leather men and jobbers generally 
were more optimistic last week in the 
face of advancing prices. Retail shelves 
are about cleared and orders are coming 
heavier. 


On 12-Hour Basis 


LEBANON, OHIO — The Charles Meis 
Shoe Co. is operating its plant here on 
a 12-hour basis, with the daily output 
reaching 1500 pairs. Fred J. Condon, 
manager of the plant, reports that or- 
ders have been received which will 
carry out that schedule for the coming 
three or four months. There are 240 
workers employed at the plant. 


Shoe Business Better 


PATERSON, N. J.—The general shoe 
business in this city seems to have 
shown improvement during the past 
two months. At the moment there are 








PROFITIZE YOUR BUSINESS IN ’32! 





WHERE TO BUY 


Bowling Shoes 


@THCO 


BOWLING SHOES 
No. 754 —All in stock 
for immediate delivery. 
Wialog, of ATHCO Athlone 
Shoes. 
Athletic Shoe Co. 
914N. MarshfieldAv. 
Chicago, IM, 


WHERE TO BUY 
Men’s Shoes 





Stacy Adams Co. 


Manufacturers of 


MEN’S FINE 

















EAST EST OR: MASS.U.S.A. 


~ THE 








ee SHOE 
Men’s Fine Shoes 
OLD COLONY SHOE CO 


agg | Nass” [uw Re 


@). A. PACKARD CRARDCO., Makers 


—— 


and MILLER COOK SHOES 


A. E. NETTLETON CO. 
B. W. COOK, President 
- Syracuse, N. Y. 



































numerous shops offering their Summer 
goods at low prices, but generally in 
clearance stocks. Black seems to be 
coming forward and one of the larger 
handlers expressed the opinion that 
lizards would be popular for the Fall. 
He believes in black shoes for this sea- 
son, and early business appears to 
point that way, although for the Sum- 
mer the white was most active. He also 
stated that he would carry a full line 
of white shoes throughout the Fall sea- 
son, since he had an active demand for 
the fancy shoes last year. 

Numerous reports of satin and other 
fabrics for the evening slipper are made 
and some shoe fabrics are in process of 
manufacture at the mills, but black pre- 
dominates, although there is a good, 
color range on display at the moment” 
and manufacturers are said to have 
bought fair sized lots early in the 
month. 








> TRADE DOINGS q 


Leather Opening and Color 
Conference 


New YorkK—Much interest has mani- 
fested itself from every conceivable di- 
rection in the Leather Opening and 
Color Conference which is to take place 
at the Hotel Astor on Monday and 
Tuesday, Sept. 19 and 20, under the 


J. J. LYONS 


auspices of the Tanners’ Council of 
America, according to J. J. Lyons, 
chairman of the Exhibit Committee. 
The exhibition is to open at 10 a. m., 
Sept. 19, with a most elaborate and 
instructive color conference. 

At this conference the industry will 
be given authoritative information as to 
the fundamental reasons for the selec- 
tion of the official leather colors that 
will be displayed by the various tan- 
ners. Mrs. Margaret Hayden Rorke, 
managing director of the Textile Color 
Card Association, will demonstrate in 
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an effective manner how shoes made of 
these colors may be merchandised most 
advantageously. Mrs. Rorke and her as- 
sistants will be on hand during these 
two days ready to render to any indi- 
vidual shoe manufacturer or retailer 
personal advice on the use of these col- 
ors to meet their own problems. 

At this time the very air is charged 
with an optimistic feeling toward a bet- 
ter outlook for business. With all the 
difficulties that the industry has been 
through, it is more important than 
ever that we rebuild on a solid founda- 
tion. Our committee has, therefore, at- 
tempted to plan the coming event in a 
way that it will serve a most useful 
guidance to the entire industry in the 
building of the Spring line of shoes. 

No alert shoe manufacturer or re- 
tailer can afford to miss the opportunity 
of gaining the authentic knowledge 
that will be disseminated at this gath- 
ering. There will be an absence of 
style guesses on what may or may not 
sell, but an intelligent attempt. to give 
definite information on colors that will 
dominate 80 to 90 per cent of the new 
season’s shoe business. The coming 
Leather Opening and Color Conference 
will eclipse all prior shows held by the 
Tanners’ Council. 


Martin & Martin Reorganize 


CHICcCAGO—The firm of Martin & Mar- 
tin has been reorganized and will con- 
tinue to operate under the same name. 
The new members of the firm are A. F. 
Martin, Jr., and Stanley Martin, sons 
of A. F. Martin, Sr. This house has 
conducted a retail business on Michigan 
Avenue for the past thirty years, since 
1912 in its present location. In 1917 
Martin & Martin, Inc., took over the 
manufacturing plant of Thomas Cort, 
continuing to make high grade shoes 
for both men and women under that 
name. The new firm will continue the 
retail business only. The store was re- 
opened Aug. 22, after being closed for 
a week during reorganization. 

The same policy of high grade mer- 
chandise and expert service that helped 
to build up the business in the first 
place will be continued, according to 
Stanley Martin. The price range for 
this Fall will be between $8.00 and 
$12.50. A. F. Martin, Sr., will continue 
active in the business. 


Harlow’s Opens in Dallas 


DALLAS, TEX. — Featuring shoes for 
the entire family at prices in line with 
present-day family budgets, Harlow’s 
Quality Shoe Store opened today at 
1310 Elm Street. The proprietor and 
manager of the new shoe establishment 
is Harlow R. Younkman, a shoe man of 
nearly twenty years’ experience, who 
has assembled a staff of experts in the 
various types of merchandise which the 
store will offer. Due to his first name 
being easy to remember, the shop has 
been given the name of Harlow’s. 
Souvenirs for children was a feature 
opening day. 
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Official Spring 1933 


LEATHER OPENING 


and 


COLOR CONFERENCE 


Hotel Astor, New York 
September 19-20, 1932 


(Monday 10:30 A. M. to 10:30 P. M.; Tuesday 10 A. M. to 7:30 P. M.) 





The Color Conference, scheduled for 10:30 A. M., Monday, 
September 19th, will be effectively dramatized in a manner to 
demonstrate the proper use of the official leather colors. This Con- 
ference will serve as a valuable guide to the shoe merchant in 


planning for the spring season. 


The Leather Exhibition will embrace a colorful showing by prac- 
tically every important American tanner of upper leather. It affords 
the shoe manufacturer and retailer an early opportunity to see the 


offerings of the new season. 


TANNERS’ COUNCIL OF AMERICA 


Exhibit Committee 


J. J. Lyons, Chairman 


W. Griess J. T. McCauley 
H. Mealley F. H. Miller 


J. 
G. 
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WHERE TO BUY 
Ballet Slippers 





Pat. Number 
1,872,641 


Outstanding 
Toe Slippers 


Duro-Toe the finest hard 
toe slipper made. Toe pro- 
tector designed and pat- 
ented (No. 1,872,641) by 

Jo. . profit- 





at 
Concave Arch toe sli » 
Patent No. 1,693.174 6 
1 $3.95 franchise. 
CHICAGO STOCK 
DEPT. 
159 No, State St. 


LOS ANGELES 
STOCK DEPT. 


1951 Hillhurst Ave. 








BALLET SLIPPERS 


RIGHT AND LEFT LAST 
Black Kid 
Women’s Misses’ 
609 =... $1.05 ety 
600 ... $1.20 1,15 
Brooks Shoe Mfg.Co. 
Swanson and Ritner Sts, 
Philadelphia 


Child’s 
-95 
1.10 





WHERE TO BUY 


Women’s Shoes 





CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 











WHERE TO BUY 


Shoe Forms 


| Jarry Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 





SEES FALL BROWN TREND 


New Orleans, La—In commenting on the 
current styles in men’s shoes Ralph P. Levy of 
Pokorny’s said ;— 

“The trend is settling toward the narrower 
toes. Square Effects are in the lead, with the 
English, or Narrow Toe, as a close second. With- 
out question, blacks will continue to hold the 
spotlight, and gain in pairage as the colder 
weather sets in. 

“We look with much interest to the increased 
demand of a darker shade of brown, but as the 
Fall Period closes, we will find, as in the previ- 
ous season, that the proportion of sales will not 
be up to expectations, and that b!acks will lead 
as previously.” 





Purchases Hood Rubber Co. 


WATERTOWN, Mass.—Arthur B. New- 
hall, together with the principal exec- 
utives of the Hood Rubber Co., Inc., 
have purchased control of the common 
stock of the company from B. F. Good- 
rich Co. 

Under the new arrangement the out- 
standing common stock of Hood Rubber 
Co. with voting power will total 6000 
shares, of which 3300 shares will be 
held by the management group and the 
balance by B. F. Goodrich Co. In addi- 
tion, 120,000 shares of $6 cumulative 
preference stock will be issued to the 
B. F. Goodrich Co. At any time after 
Jan. 1, 1937, the preferred stock is con- 
vertible into common share-for-share 
and voting rights accrue to the pre- 
ferred stock after that date upon fail- 
ure to pay preferred dividends. 

Arrangements have been made with 
the B. F. Goodrich Footwear Corp., a 
subsidiary of B. F. Goodrich Co., under 
which Hood Rubber Co. Inc., will con- 
tinue to manufacture Goodrich brand 
footwear for distribution to the trade 
through the B. F. Goodrich Footwear 
Corp. 

Directors of Hood Rubber now con- 
sist of Mr. Newhall, who becomes pres- 
ident, Raymond H. Blanchard, vice- 
president; Alden C. Brett, secretary; 
James D. Tew, president of B. F. Good- 
rich Co., and Shelby M. Jett, secretary 
of B. F. Goodrich Co. 

B. F. Goodrich Co. acquired owner- 
ship of the entire common stock of 
Hood Rubber Co., Inc., in August, 1929, 
through exchange of Goodrich stock for 
stock of the former Hood Rubber Co. 


Tanners Increase Payroll 


MILWAUKEE, WIS.—An increase of 50 
per cent in orders in August over July 
has been experienced by the Albert 
Trostel & Sons Co., local tanners. Buy- 
ing in anticipation of raw material 
price increases is given as the reason. 

Former employees have been recalled 
to work and working hours increased as 
a result of the pickup. For the two 
weeks ending Aug. 15 the firm had a 
full time payroll for the first time this 
year. 

More confidence on the part of buyers 
has been noted by Trostel, with pros- 
pects improved by stronger commodities 
markets. 


52 © 


Nankin to Open in Miami 


Miami, Fira—M. M. Nankin is 
opening a shoe store in the Olympia 
Theatre Building, 166 East Flagler 
Street, Miami, Fla., on or about Oct. 1, 
1932, and will carry a high grade line 
of footwear for men and women. 

Mr. Nankin and his wife have been 
touring the country for the past five 
weeks. Mr. Nankin has made inquiries 
in the different cities, such as Atlanta, 
Nashville, St. Louis, Chicago, Toronto, 
Canada, Boston and New York, as well 
as other cities which they have visited, 
and finds that there has been a sweep- 
ing change in the prevailing attitude of 
the people of this country in recent 
weeks. The business crisis seems to 
have passed and conditions are on the 
uphill grade. Some sections are not 
coming back as rapidly as others, but 
the general trend seems to be upward. 

Mr. Nankin has been engaged in the 
shoe business in Miami, Fla., for the 
past ten years. He is no longer con- 
nected with the Cowen-Nankin Shoe 
Stores, Inc., of which he was formerly 
vice-president. When the partnership 
was dissolved on Jan. 1, 1932, he ac- 
quired for his share all the stock and 
fixtures, free and clear, of the Lauder- 
dale Shoe Store, Ft. Lauderdale, Fla., 
and the Juvenile Bootery at Miami. 

Mr. Nankin will have the exclusive 
agency of Vitality shoes for men and 
women for Dade and Broward counties, 
and also the exclusive agency of the 
Crosby Square Authentic styles for 
men. 


67 Years in Business 


‘CONCORD, Mass. — Sixty-seven years 
ago at noon today, Frank Pierce, the 
oldest active business man in Concord 
and the sole survivor of the storekeeper 
of Civil War days, with his father, 
opened a shoe store on the Mill Dam, 
now Main Street, Concord Centre. This 
was on Aug. 31, 1865. 

Ever since then over a span of these 
many years, Mr. Pierce has continu- 
ously carried on his business in his lit- 
tle store, in the same location, and even 
today, despite his advanced years, be- 
ing more than 80 years old, but in good 
health, he is still attending to the trade 
each day. 

Mr. Pierce is well known to three 
generations and has sold shoes to many 
of Concord’s leading literary lights, in- 
cluding Ralph Waldo Emerson, Na- 
thaniel Hawthorne, Louisa M. Alcott, 
Frank B. Sanborn, the “Sage of Con- 
cord,” and Professor Harris, who was 
head of the Concord school of philos- 
ophy. 


R. H. Ridgley 

ASHLAND, OHIO—R. H. Ridgely, 71, 
died suddenly in the store of N. Strauss 
& Son. where he has been employed for 
the past three years. He was in the 
retail shoe business for 39 years, retir- 
ing when he became affiliated with the 
Strauss store. Survivors are one son 
and three grandchildren, all of this 
city. 
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RAIGHT 


as. a Plumb Line.. 


The curved ¥ eae This 

breast line (@ rd: is the 

of the old "s ‘Wears 
method je s way 


The Mears MONOPLANE HEEL 
is the modern refinement of the popu- 
lar Cuban Heel. 


Straight lines replace the old, incon- 
gruous curved breast edge of the 
ordinary Cuban heel. 








The result is an added touch of smart- 
ness, an unusual trim military effect 
and a heel of perfect symmetry. 


Mears MONOPLANE heels will add 
distinction and beauty to your Cuban 
heeled models, and assure you the 
finest workmanship and materials that 
it is possible to buy. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 











This trade-mark is your safeguard 
in selecting wood heels El 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


tl ec i eh hl eine eid 





QUALITY TURN 
D’ORSAYS 


All Colors A & C in Stock 

te Retail at $2.00 

Write for catalogue 
FREEMAN-THOMPSON 

SHOE COMPANY 
Minnesota 


@\ 











W. 8S. CHASE & one INC., 
HAVERHILL, Ss. 

Men’s Full youn Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.35 
Zipper Pocket $1.50 





B, EVANS’ SON CO., Wakefield. HA a) 





Men’s Hand Turned Slippers 
ROMEOS EVERITS OPERAS 
1.85 AND UP 
GOLDEN BROWN. tid iN STOCK 
ROTH SHOE COMPANY 


ANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 








OPULAR 
Prices 


Soft Soles— 
Hard Soles 


for men, women, children, boys and 

misses. Nice clean merchandise at 

prices that afford you a fair profit. 

Actually SLIPPERS THAT SELL. 

Samples on request. 

VINCENT HORWITZ £0. 1 Inc. 

64-76 W. ork City 
one Sas, 137 uistene's ny 




















Declares Dividend 


St. Louis—International Shoe Co. de- 
clared a quarterly dividend of 50 cents 
on the common, against 75 cents pre- 
viously, payable Oct. 1 to stock of rec- 
ord Sept. 15. 





D. H. HOLMES CO. CHILDREN’S DEPARTMENT 


NEW ORLEANS—The formal opening 
of the children’s shoe department of 
the D. H. Holmes Co., Ltd., this week 
was an event which lingered long in the 
minds of thousands of children who 
visited the Canal Street establishment. 
George Nicholson, manager of this de- 


partment, submitted half a dozen de- 
signs and these were chosen: At the 
entrance of the department are papier 
mache frogs, lollipops, cat-o-nine-tails 
and toad stools. The seats for the-chil- 
dren and attendants were designed to 
represent fish. 





Departments Expand 


DAVENPORT, IOWA — Two stores an- 
nounced the opening of expanded shoe 
departments here, effective Aug. 20. 

The Petersen-Harned-Von Maur de- 
partment store has increased the size 
of its second floor shoe section nearly 
50 per cent to accommodate growing 
demands for women’s and children’s 
footwear. The department is finished in 
colonial maple. C. H. Conner, formerly 
of Utica, Des Moines, has taken charge. 

Scharff’s women’s wear store has 
added a basement shoe department un- 
der the management of Don Greco. 
Charles Bowman, who has been in 
charge of the main floor shoe section 
for five years, will continue in that 
capacity and supervise the downstairs 
store. 


L. B. Palan Made Manager 


DALLAS, TEx.— Announcement has 
been made by Max Rude, owner of the 
Leader store, 1214 Elm Street, of the 
appointment of Louis B. Palan as man- 
ager of the shoe department. 

Mr. Palan is said to be a well-known 
shoe style authority, having been asso- 
ciated with some of the largest firms in 
Texas and California. 

“Due to Mr. Palan’s wide experience 
with children’s shoes, it has been de- 
cided to open a special children’s de- 
partment in connection with our al- 
ready enlarged department of ladies’ 
footwear,” Mr. Rude said. 


Dissolves Partnership 


Des MOINES, IowA—The Kraft-Wal- 


ston store at Spirit Lake has dissolved 
partnership and C. E. Walston remains 
as the sole owner. He sells shoes and 
ready-to-wear. 


Volk Bros. Branch Out 


DALLAS, TEX.—To mark the second 
birthday of Volk’s new store, rounding 
out 42 years of successful business, Volk 
Bros. announced the opening of “Soror- 
ity Shoe Shop.” The new shop is a 
bright, club-like place where women 
with young ideas about shoes may find 
the smartest types at $6.50 and $8.50. 


Roger A. Selby Back 


PORTSMOUTH, OHIO—Roger A. Selby, 
president and general manager of the 
Selby Shoe Co., has returned from an 
extended vacation spent in the wilds of 
Canada. He returned in time to pre- 
side at a meeting of the board of di- 
rectors of the Selby company. 


Melville Profits Decline 


New YorK—Melville Shoe Corp. re 
ports for six months ended June 30, 
1932, net profit of $410,959 after depre- 
ciation, taxes and interest, equal, after 
preferred dividend requirements, to 8° 
cents a share on the 371,461 shares of 
common, against $593,562, or $1.37 a 
share on the common, in the first hal 
of 1931. 


Prices Turn Corner 


That prices of hides and skins, as 
well as of leather and shoes, have 
turned the corner was the substance 0: 
reports commonly discussed the las! 
week in the North Shore district where 
they make a deal of leather and shoes. 
July prices on many items figured 
slightly higher than June prices, ani 
the prediction is heard that Augus' 
prices will figure higher than July 





prices. 
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(TRADE-MARE) 


SHOE 





IN keeping with the trend 
of fashion, the Uco Shoe, 
constructed without staples 


or tacks in the shank or 





forepart, is extremely light- 


Wire staples temporarily hold the 
lasted upper tc the rib of the insole 
until a permanent bond is obtained. 
The rib and imbedded staples are 
then trimmed away, in one opera- 
tion, leaving a smooth even bottom : 
requiring a minimum of bottom filler. tion makes it possible to 


weight and flexible. 


This method of construc- 





attach the sole by cement, 


: . : : After trimming the surplus material 
©} chainstitch, or lockstitch. the shank is placed in position, bot- 
tom filler is applied, and the shoe is 
ready for sole laying. The sole may 
be attached by cement, chainstitch, 
or lockstitch. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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WHERE TO BUY 


Children’s Footwear 


PURITAN WELTS 


AN IN-STOCK 


INNOVATION 

One of six fast 
selling Puritan 
Welts carried in 
2/6..$.70 to $.95 
6/8.$.90 to $1.15 
Send for catalog. 


* 


GRADES: |, 2 and 3 


Send for Samples EPHRATA SHOE CO., Inc. 
IN-STOCK EPHRATA, PA. 








Patented Construction Features 


Ma tathon > ¥/7ara Co; 





YGROY 
q® wets 10 


HAVE 
FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 
By 


SHAFT-PIERCE SHOE COMPANY 


Mfrs. of Aerebat and Clara Barton Shoes. 
FARIBAULT, MINNESOTA 








163 NUMBERS IN STOCK 
Write for New Fall In Stock Catalog. 


SHOE MFG.Co. 


MILWAUKEE.WIS. 
| LANE BROS. CO., Boston, Mass. 








NEW ENGLAND STATES DISTRIBUTORS 








SPEEDS UP PRODUCTION 


Moberly, Mo.—The Brown Shoe Company 
plant here has increased production from 4500 
pairs daily to 9500, and has boosted its working 
force from 700 to 900, only 200 under the peak. 
Officials state the outlook is for steady work at 
this rate at least until November. The factory 
is also now operating five days a week instead 
of three and one-half days and nine hours in- 
stead of eight. 


» STORE CHANGES 4 
— 


Revamp Children’s Departments 


Des MoInes, Iowa — Children’s shoe 
departments are being opened in spec- 
tacular settings in two Des Moines 
stores this month. Younkers has special 
display rooms arranged both in their 
upstairs and basement shoe depart- 
ments and the Utica has a new upstairs 
children’s section erected. 

P. O. De Witt, manager of the base- 
ment shoe department at Younkers, 
says a decided increase in the volume 
of children’s shoe business was noted 
the last year. Souvenirs were given out 
to all callers in this department on the 
opening day. The children proved es- 
pecially interested in the series of 
mural paintings particularly designed 
for their entertainment. Mrs. Ruth 
Stewart has been placed in charge of 
this department. 

The Utica has started construction of 
a special section to be devoted to chil- 
dren’s shoes of a certain brand. Man- 
ager Ridgeway is planning a special 
opening when the display room is com- 
pleted. 


Changes Children’s Department 


LOUISVILLE, Ky.—The Kaufman 
Straus Co. has opened a new shoe de- 
partment for children and handling as 
a new line the “Weatherbird” shoes. 
The shop is on the third floor in con- 
junction with the children’s and infants’ 
and will handle shoes from infant sizes 
to those for boys and girls. W. O. Shaf- 
fer, buyer for the women’s or Queen 
Quality department, also supervises the 
children’s department. The women’s de- 
partment is on the third floor, and was 
completely reorganized a few months 
ago, at which time the company took 
on Queen Quality, which it formerly 
handled some ten years ago. 

In connection with the opening of the 
new children’s department the company 
staged a Wonderland Theater Party. 
Children were assembled at the store at 
8.15 a. m. and marched to the theater. 


Berland Opens in Pittsburgh 


PITTSBURGH, PA.—The Berland Shoe 
Stores of St. Louis is opening a new 
store on Fifth Avenue, near Market 
Street, in the heart of the city’s shop- 
ping district. The store caters only to 
ladies. A. Arnold, formerly of the shoe 
department of Bedell’s, Cleveland, is 
manager. 


Harris-Braack Opens 


MILWAUKEE, WIS.—Mrs. G. D. Braack 
Harris and George M. Harris have con- 
cluded arrangements for leasing the 
three-story building at 525 W. Wiscon- 
sin Avenue, next to the Hotel Schroeder 
in the downtown district. The store will 
be known as Praack’s and will be op- 
erated under the corporate name of the 
Harris-Braack Co., with Mr. Harris as 
president and Mrs. Harris secretary- 
treasurer. Mrs. Harris in addition will 
act as general merchandise and sales. 
manager and Mr. Harris as promo- 
tional and service manager. Braack’s 
will carry shoes and hosiery as well as 
coats, dresses, furs and millinery, and 
will open for business shortly. 


Adds Children’s Department 


MADISON, Wis.—Baron Brothers de- 
partment store has opened on its second 
floor a new exclusive children’s shoe 
department, separate from the rest of 
the store. Ernest Kendall, formerly in 
charge of the boys’ department of the 
Hub Clothing Co. in Madison, is man- 
ager of the new department. 

The department, which has a pair of 
hobby horses for children, is featuring 
infants’ shoes in sizes from 5% to 8, 
children’s shoes of 814-to 12 and misses’ 
shoes 12% to 3. 


Labbee Reopens 


OLNEYVILLE, R. I.—With the opening 
of Labbee’s, shoe retailers, here, we 
have back in the shoe business a family 
whose name has been written above 2 
shoe store in this section for many 
years. About two years ago the orig- 
inal store was closed out, and a smaller 
store was started in the Providence 
shopping center, the latter being in ex- 
istence only a few months. 


Changes Store Policy 


MIAMI, Fita.—L. Roth, who has for 
some years been handling Peacock 
shoes at 127 E. Flagler Street, has dis- 
continued this line and changed the 
policy of the store. Popular price mer- 
chandise is to be handled at a price 
range of from four to seven dollars. 
The business is being handled under the 
new firm name of L. Roth, Inc. 


Moore Opens in Jackson 


JACKSON, Miss. — W. H. Moore of 
Natchez, Mississippi, has leased store 
space in the Daniels Building at 216 
East Capitol, where he will open a 
modern new shoe store, featuring foot- 
wear for the entire family. Robert 
Warneck, well known to the shoe trade 
in this section, will be a member of the 
sales force. 


Concentrating on Shoes 


Storm LAKE, IowaA—Fred V. Dum- 
baugh is changing the character of his 
store here and will devote his stock ex- 
clusively to shoes and ready-to-wear, 





while he formerly handled dry goods. 
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“Athlete's Foot” 
“Golfer's Itch” 
“Gym Foot” 


Ringworm on the feet and 


between the toes 


This is the most prevalent of all skin diseases. Nearly 
one-half the population has it, but it is especially com- 
mon among athletes, golfers and those who frequent 
public beaches, showers and pools. It is caused by a 
fungus infection and is often mistaken for eczema. 


It is a most annoying disease, causing a softening, 
whitening and peeling of the skin and intense itching 
between the toes, on top of the toes and on the soles 
of the feet. This condition, if not treated at once, 
may spread to ankles and other parts of the body. 


This infection stubbornly resists most treatments, 
tut all symptoms quickly disappear under treatment 
of Dr. Scholl’s Solvex—a specially prepared ointment 
which kills the germ, stops the itching at once and 
effects complete relief. 


Stock up on Dr. Scholl’s Solvex now and keep it 
displayed. You’ll make immediate sales and a fine 
profit. 


THE SCHOLL MFG. CO., INC. 


213 West Schiller Street, Chicago 
62 W. 14th St., New York . 112 Adelaide St., E., Toronto 


lass - 


Wholesale $8.00 doz. Wholesale $4.00 doz. 
Retail $1.00 Retail 50c 


Dr. Scholl’s 


Thousands of people in your community are sufferers 
of this most annoying foot condition. 


. 
Ge . 

denjoy real relief. At drug, 
es. Price $1.00, trial size S0c. 





Reproduction of some of the Dr. Scholl Solvex advertisements 
now being used in our extensive campaign. 


NATIONALLY ADVERTISED 
in such leadtng publications as The American 
Weekly, The Saturday Evening Post, Collier's, 
The Literary Digest. 





_SOLVEX 
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WHERE TO BUY 
Spats 


BOND STREET 


helpe—attractive 
stock. Write for samples to 
THE WILLIAMS MF@. COMPAR, 
Portsmouth, Obie, U. &. A. 
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WHERE TO BUY 


Dancing Shoes and Taps 


oa 8 OE 8 Oe 





TAP SLIPPERS 
IN-STOOK 
Black Kid One re 4 
$1 
Patent Leather One- 


Dp $1.65 
Ribbon ties Sc. extra. 


BROOKS SHOE MFG. Co. 
Philadelphia 











TAP SHOES 
that Step in the Best 

: Company 
Made on a street shoe last, 
combination heel, proper sup- 
port, all leather. Nationally 
advertised for 8 years und 
stamped with the approval of 
schools from coast to coast. 
Priced to retail profitably at 
$4. Sample and catalog of 
complete dance shoe line on 


request. 
Theatrical 


a Shoe Company 


Dep’ 159 N. State St., Chicago 
Branch: Bs. "Hollywood Bivd., Hollywood, Cal. 
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WHERE TO BUY 


Shoe Accessories 


OE EF 6 Pe 


EVER-READY, the Pad 
That Stops the Pinch 


Insist upon Bver-Ready felt skived 
vamp bite pads. Cost no more than 

ordinary. A quality handy skived 
pad that insures results. Do not sq 
cept substitution or imitation. 


Mid. by 


Pin Shoe F: e Findings Mfg. Co. 


327 West Monroe Street Chicago, Ill. 





The Pain Killer 


[CONTINUED FROM PAGE 44] 


According to the Star Weekly, it was 
a newspaperman, Frank Coughlin, from 
Watertown, New York, who made Doc- 
tor Locke famous and brought patients 
to him by the thousands. He was crip- 
pled with arthritis and arrangements 
had been made for an operation when 
he heard about a priest in Lockport, 
New York, whom the Canadian wizard 
had cured of the same disease. Mr. 
Coughlin visited Doctor Locke, was 
cured and wrote an article that started 
the Williamsburg stampede and made 
the rural “toe-twister” as famous as 
any Viennese surgeon. 

No medical journals, so far as I 
know, have commented upon Doctor 
Locke’s work, although many doctors in 
Canada and the United States know 
about it. 

That may be due to prejudice against 
osteopathy. If, however, by his drug- 
less, bloodless and painless technique he 
can indeed rob those dread afflictions, 
synovitis, arthritis, neuritis and sciati- 
ea, of their terrors—diseases which or- 
dinary medical and surgical means 
often cannot benefit—it seems strange 
that he is not more widely recognized. 

An army of pilgrims assert that those 
obscure ailments do indeed yield to his 
peculiar foot treatment, and others be- 
sides. 

Several pathetic sufferers from infan- 
tile paralysis were taking treatments, 
and, while the doctor does not claim to 
rebuild destroyed nerves or tissues, he 
does assert that his “foot work” tends 
to check the creeping progress of the 
disease, prevent further deterioration 
and restore to use what still remains. 

While his claims are admirably mod- 
est, after I had talked with more than 
a score of his patients it did indeed 
seem as if sick feet made sick bodies 
and the statement of my friend the Ot- 
tawa physician that Locke appeared to 
be years ahead sounded by no means 
exaggerated. 

It would be interesting and illuminat- 
ing from a scientific standpoint to learn 
how many thousands Doctor Locke has 
treated and from what they have suf- 
fered. But he keeps no record. He 
does not devote all his time to these 
visitors, either. 
eral practice, and the country people 
swear by him. They. say he has at- 
tended every confinement in the county 
and has never lost a mother or a child, 
and they declare also that he will leave 
his cash customers fiat on their fallen 
arches at a moment’s notice and dash 
off to any part of the county where he 
is needed. 

For these neighborhood calls, I was 
told, he charges twenty-five cents. 


Around such a figure tradition is - 


bound to spring up. Stories about Doc- 
tor Locket are told, some of which are 
no doubt apocryphal. There is the one 
about the rich patient who handed him 


(He maintains a gen- | 


WHERE TO BUY 
Work Shoes 








returned without comment, and an. 
other to the effect that a famous Amer- 
ican sanitarium offered him some un- 
believable sum to join its staff. You 
will hear, too, that the nearby hotels 
undertook to raise their rates, where- 
upon he said: 

“Tf I can treat them for a dollar, you 
can room them for a dollar. If you try 
to profiteer on my patients I’ll build « 
hotel of my own.” 

It is rumored that he doesn’t know 
how rich he is. 

How important, how significant scien- 
tifically his orthopedic theories may b 
I leave for others more learned than [ 
to say. Certainly there are thousand: 
of people who will declare that he ha: 
banished their pain and restored them 
to health. 

To those aching men and women who 
have dragged themselves to Williams. 
burg, his modest home is a shrine and 
in their eyes the cures effected by this 
quiet, collarless country doctor are quite 
as miraculous as those attributed to 
Our Lady of Lourdes. Certainly, it is 
a spectacle worth seeing, and if indeed 
diseases as baffling as synovitis, neu- 
ritis, arthritis yield to his painless 
process it is a pity that others do not 
copy it. 

It was no such affliction that took me 
to him. I merely had golfer’s hoof. He 
certainly fixed that. After five treat- 
ments I came away with my insteps 
arched like a cat’s back, and I now have 
the aristocratic feet of a duchess. 


Against Fitting on Bare Feet 


PROVIDENCE, R. I.—A warning to shoe 
dealers against the practice of fitting 
shoes on bare feet was issued today by 
Dr. Lester A. Round, director of the 
State Public Health Commission, fol- 
lowing receipt of complaints that this 
practice was being employed in several! 
shoe stores in this city. 

While admitting there is no law pro- 
hibiting the fitting of shoes on stock- 
ingless feet, nevertheless Dr. Round de- 
clares the custom is unsanitary and 
should be discouraged. This authority 
fails even to see any advantage in fit- 
ting for the foot itself does not easily 
slip in to a shoe. 

Dr. Round believes the custom started 
when children and women visited sho 
retailers wearing no stockings. Dr 
Round advises that several skin dis 





a ten-thousand-dollar check which was | eases could be spread by such fitting 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET. « 2 0 2 








SALESMEN WANTED SALESMEN WANTED FOR RENT 





FOLLY EQUIPPED Modern Shoe _ Store. 
One hundred per cent location in Bangor, 


SALESMEN OF UNBRANDED LINES Maine, DIRIGO REAL ESTATE COM: 
PANY, 118 Main St., Bangor, Maine. 
Would you like to make extra dollars? With a short side line, not con- 
flicting but helpful in selling your present line? Full information on 
request. Address D127, care BOOT AND SHOE RECORDER, 367 West MERCHANTS’ NEEDS 
Adams Street, Chicago. 


Fi ee ee ee LINE WANTED VANITY BOWS 














New England States, Address D-129, care 
Boot & Shoe Recorder, 239 West 39th Street, : 
New York, N. Y. GPECIAL_TO SHOE MANUFACTURERS , 
og 4 Joanes. ae - 
- 5 . your hands. iminate fear, start in good fait 
ALESMAN to sell medium priced line of and direct your business through thorough 
children’s and misses’ in stock shoes in Experienced men. The composer of this ad 
Georgia, Florida and Carolinas. ACME SHOE although still a young man is a veteran in the 
MANUFACTURING CO., Clarksville, Tenn. shoe business; traveled and sold goods for 23 
years in a big way, under every classification. 
All who have lines that will stand competition 
kindly address in full detail terms and terri- . 
POSITION WANTED tory desired, available at once. J. H. ROMSEY, Sines 2930 Vanity hes been sldeenieed 
4822 16th Ave., Brooklyn, N. Y. k 
as the leading Bow concern for the 
OSITION WANTED ON ROAD. Have shoe industry. i 
had eighteen years’ experience handling shoes Smart Bows of Leather and Beading 
and am desirous of representing a reliable shoe have always been our specialty. 
Freer ad A Rage np gb gee od LAzeee and Rubber Foowene. sohenee, Prices $1.50 to $4.00 Per dozen Pairs. 
jreater New York. n furnis st of refer- Thirty years’ experience in uffalo an ; ° 
ences, For further information. Address vicinity would like new line. Address D-125, Special Discount for Volume Buyers. 
D-131, care Boot & Shoe +: me 239 West care Boot & Shoe Recorder, 239 West 39th Write for a dozen assorted bows NOW! 


39th Street, New York, N. Y. Street, New York, N. Y. 
VANITY NOVELTY 


RETAIL STORE POSITION WANTED. WORKS 

» Have had 18 years’ experience in retail F,XPERIENCED Traveling Shoe Salesman 1261 Atlantic Avenue 
stioe store and am desirous of securing a posi- wants men’s line for the Pacific Coast. BROOKLYN 
a > poe Faved way bw ge for a Address “Salesman,” 3448 West 76th St. 
thoroughly reliable man who has had good ex- — , 
perience. Best of references furnished. For Los Angeles, Calif. 
further information please Address D-132, care 
Boot & Shoe Recorder, 239 West 39th Street. 
New York, N. Y. 






































MERCHANTS’ NEEDS 











LINE WANTED 
OR GREATER NEW YORK TERRITORY. SHOE CARTON LABEL 


; slave wage | -s York hy —_ Brook- ri C SPECIALISTS 

yn, orthern ew Jersey, for nearly twenty- 

five years. Have many friends among the shoe = & INTERS. DESIGNERS AND ENGRAVERS} | 
merchants and buyers. Would like to secure | THE AMERICAN PRINTING LABEL CO 
. act Mas ¥ = ade ye — 314-316 E.12th St. CINCINNATI. OHIO 
shoes. est of references furnished. ress i eeseLwe a > re, 
D-130, care Boot & Shoe Recorder, 239 West thine Now fot Samples 
39th Street, New York, N. Y. 

















CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 


Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When « box number is desired twelve words shovld be added for the address. In all other cases each 
word of the address should be counted. te 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. x Boe 
t@ Advertisements for this page must be in our New York office on Friday of the week preceding publication. ®3 
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FOR RENT 


FOR RENT 


BUSINESS OPPORTUNITY 








offices. Rent Reasonable. 





Choice Selling Space in Chicago 


Two large desirable light rooms, 2736 square feet, located on sixth 
floor directly across from Carson Pirie Scott & Co. Wholesale. 
Center of Chicago downtown market, 14 block from Union Station, 
2 blocks from Northwestern Station, 2 blocks from Elevated Trains, 
River Taxi service to all north side points at door, also near bus 
lines. High ceiling, large windows, and light on two sides. Very 
fine location for sales room, small jobbing business, or general 


THE HART MAGAZINE GROUP, 367 West Adams St., Chicago 














HOTELS 


HOTELS 





WNW 
Vew yor® 


te $5.00 
SPECIAL WEEKLY RATES 

One block from Peunsyloania Station 
and Empire State Building 


UP-TO-DATE ROOMS ot DOWN-TO-DATE RATES 


te $7.00 
Dévertion American Hotels Corporation 


J. LESLIE KINCAID, President 
GEORGE WARTMAN, Manager 


BROADWAY AT 32np ST. 








Mathes Opens Cincinnati Branch 


CINCINNATI—R. Mathes, vice-presi- 
dent and L. Mathes, secretary and 
treasurer of the Mathes & Sons Shoe 
Company, St. Louis, were in Cincinnati 
last week superintending the opening 
of the Reed Shoe Store, Fifth near Vine 
Street, a branch of the Mathes & Sons 
Shoe Manufacturing Company. Ap- 
proximately $20,000 was spent on the 
remodeling of the store and it is a most 
attractive shop with a color scheme of 
ivory and green for floors and walls 
with chairs upholstered in brown 
leather. At the opening, a handsome 
bag was given each purchaser of shoes, 
as a souvenir of the occasion. 

All women’s shoes are priced at $2.95, 
also all men’s shoes except one line at 
$3.60. A complete line of reasonably 
priced hosiery is also carried. 

Leslie Graham, transferred from the 
Reed Shoe Store at Indianapolis, an- 
other branch of the Mathes & Sons 
Company, is the manager of the store. 


Moving to Larger Store 


AKRON, OHI0O—Fred W. Kottke, for 
the past 25 years a prominent Akron 
shoe retailer, with a store at 38 E. Mill 
Street, is planning to move to a new 
and larger location in the retail shop- 





Ping district downtown. 
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Accepts Sales Tax 


PITTSBURGH, PA.—The state sales tax 
measure enacted in the last session of 
the Pennsylvania legislature and means 
of providing the needy of Allegheny 
County with shoes at a minimum charge 
were discussed at the first Fall meeting 
of the directors of the Pittsburgh Shoe 
Retailers’ Association Aug. 29. 

Action was taken accepting the sales 
tax without reservations. Representa- 
tives of the Allegheny County Emer- 
gency Association, an important relief 
body, attended the meeting to confer 
with the shoe dealers on the need for 
shoes among the county’s needy. The 
first Fall meeting of the association will 
be held about the middle of September. 


New Men’s Store 


YOUNGSTOWN, OHIO— A new men’s 
shoe shop has been opened on the street 
floor of the Strouss-Hirshberg depart- 
ment store here. New department will 
stress leading makes of men’s footwear, 
Varsity and Nettleton. The new en- 
larged men’s footwear shop adjoins the 
men’s clothing store, which has a sep- 
arate entrance on Phelps Street. New 
department has been handsomely ap- 
pointed, and fixtures harmonize with 
the general decorations of the big 
store. 
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$5,000 to $15,000 
A Year 


To a few men with orthopedic experience 
we offer an opportunity to leave the shoe 
store and engage in a dignified profession 
which can be made to pay from $5,000 to 
$15,000 a year. 

Of the men chosen we require that they 
give the very highest references as to 
character and ability; that they come to 
Boston for a two to four-week period of 
intensive training; that they be in posi- 
tion to finance themselves for a period of 
about six months. 

To the men chosen we offer protected 
territory for the _— of a new, but 
proven, method of foot correction; com- 
plete independence; and an unusually high 
return on a small investment. 


Successful offices now operating in New 
York, Boston, Syracuse, Detroit and other 
cities. For further particulars write 


ORTHOMEC SYSTEM 


140 Boylston St. Boston, Mass. 





WANTED TO PURCHASE 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 
Phone - Write . 
All matters strictly confidential. 

I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 














We will buy from manufacturers, 
Jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 




















Wins Beauty Contest 


DAYTON, OHI0O—Consistent with the 
polity of the Wise Shoe Company, that 
advertising in connection with sponsor- 
ing events of local interest gives the 
chain store that local atmosphere that 
is usually lacking in chain store pro- 
motional programs, the locale of the 
Wise company sponsored Miss Lois 
Weeks in the RKO bathing beauty re- 
vue conducted here the week of Aug. 13. 

Miss Weeks carried off the first hon- 
ors in competition with entrants repre- 
senting 25 other prominent enterprises. 
As a reward the winner was given a 
ten-day trip to New York including a 
four-day trip on the ocean liner, Brit- 
annic. 


“National” Opens in Paterson 


PATERSON, N. J.—A new National 
Shoe Store was opened at 138 Main 
Street, which they claim is the 47th link 
in their chain of shops. To celebrate 
the opening, hand bags were given to 
the women and wallets to men with 
each purchase of shoes. They offer 
shoes for every member of the family. 

William Stencherer, of this city, has 
been apointed as manager of the store. 

































BOOTS AND SHOES 








Advance Theatrical Shoe Co., Chicago, III. 
| pe Theatrical Shoe Co., Heliyweed, 

















050600 be bce eee don dccveccocesacegs 58 
Pool Shoe Co., Chicago, Ill............ 50 
Bass, G. H., & Co., Wilton, Me............ 58 
Booth, Walter, Shoe Co., Milwaukee, Wis.. 35 
Brauer Bros. Shoe Co., St. Louis, Mo...... 23 
Brooks Shoe Mfg. Co., Philadelphia, Pa..52, 58 
Brown Shoe Co., St. Louis, Mo............ 47 
Capezio, New York.............. - sa ceaw’ 52 
Chase, W. S., & Sons, Haverhill, Mass.... 54 
Clapp Edwin, & Sons, Inc., E. Wereneth, 

Pavsuwesekseses seaweeds sdiresinae ed 50 
Colt-Cromwell Co., Inc., New York City... 43 
Dorothy Dodd Shoe Co., St. Louis, Mo..... 1 
Ebberts, John, Shoe Co., Buffalo, N. Y.... 52 





Enna Jettick Shoes, Inc., Auburn, N. Y.... 4 










Ephrata Shoe Co., Inc., Ephrata, Pa....... 56 
Evans’ Son, L. B., Co., Wakefield, Mass... 54 
Freeman-Thompson Shoe Co., St. Paul, 
DG. ovcanede0ia kent eWn coe heieys cos cee 
Gilbert Shoe Co., Thiensville, Wis......... e3 
Herbst Shoe Mfg. Co., Milwaukee, Wis..... 56 






Horwitz Ce., Inc., Vincent, New York City 54 







Keith, Geo. E., Co., Brockton, Mass........ & 
Krippendorf-Dittmann Co., Cincinnati, Ohio 43 











Marathon Shoe Co., Wausau, Wis.......... 56 
= McElroy-Sloan, St. Louis, Mo....... 2nd Cover 
Miller, I., Long Island City, N. Y......... 10 
Musebeck Shoe Co., Danville, Ill........... 5 
Natural Bridge Shoemakers, Lynchburg, 
is idee th Geshe eheNehdhetes ook nus hheean 38-39 
Nettleton, A. E., Syracuse, N. Y.......... 50 
Old Coleny Shoe Co., Brockton, Mass...... 50 










Packard, M. A., Co., Brockton, Mant. 
, 4th Cover 


Pom Branch of Int. Shoe Co., = Louis, os 


eee eee eee eee eee eee eee eee eee eee 


















Richards & Brennan Co., Randolph, Mass.. 50 
Robinson-Bynon Shde Co., Auburn, N. Y.. 33 
Roberts, Johnson & Rand, St. Louis, Mo.... 40 
Roth Shoe Co., Philadelphia, Pa........... 54 
Shaft-Pierce Shoe Co., Faribault, Minn.... 56 
Smith, J. P., Shee Co., Inc., Chicago, Ill... 52 






Stacy-Adams Co., Brockton, Mass......... 








IN THIY 


A BUYING GUIDE TO 
OUIR ADVEIATIVERY 
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LEATHER AND OTHER MATERIALS 





The Future of the 


Allied Kid Co., Philadelphia, Pa........... 45 Style Conference 
Colonial Tanning Co., Boston, Mass........ 2 : 
[CONTINUED FROM PAGE 41] 
Dewey & Almy Chemical Co., Cambridge, . 
MM. ccaacaesinvegucstnsasesercaeeccon 30-31 when the manufacturers and retailers 
Evans, John R., & Co., Camden, N. J....2627 | 2%¢ together in large numbers. 


Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 


Kistler Leather Co., Boston, Mass......... 


Lawrence, 
ass. 


Pee meee teem meee ee tareeeewereee 


Tanners Council of America, 
City 


MACHINERY, LASTS, 
DRESSINGS, ETC. 


Mears, Fred W., Heel Co..............++- 


A. C., Leather Co., Peabody, 


New York 


MFRS.” SUPPLIES, 


The style gatherings have not been 
attended by any appreciable number of 
retailers outside a very limited terri- 
tory adjacent to New York. Retailers 
do not come to New York in October. 
- 43 | In early December, however, we will 
have a much larger gathering, and in 
- 51° | my opinion an opportunity to do a far 
more constructive work for the industry 
than ever before. There is really no 
distinct change in the provedure, except 
to permit us to have our shoes made up 
and our garments selected a reasonable 
time after the committee meeting; in- 
stead of expecting us to show styles the 





Spamlgre Fibre Cow North Roclsrd Cover | day following the meeting of the com- 

mittee; which has always appealed to 

United Last Co., Brockton, Mass.......... 46 me as being entirely illogical, if not im- 
United Shoe Machinery Corp., Boston possible. 

BOOED, ki vec ences roses eeevetusiwdve 55, 32d 
Vulcan Corporation, Portsmouth, Ohio, . 
Front Cover | My Life of Style 
[CONTINUED FROM PAGE 29] 
SHOE ACCESSORIES they asked him. “Is it middy blue, 
steel blue, a lighter blue, or what?” 
‘Scholl Mfg. Co., Chicago, Ill..............+ 57 He told them blue would be popular, 


ew Shoe Findings Mfg. 
Pas Lace Co., 


Williams Mfg. Co., Portsmouth, Ohio...... 


SHOE STORE EQUIPMENT 


Shoe Form Co., Auburn, at Mes ob et ss aiban 


MISCELLANEOUS 


American Printing & Label Co., Cincin- 


nati, Ohio 


American Weekly, New York City......... 
Glauberg, Max, New York City........... 


Hotel Lexington, New York City.......... 
Hotel Martinique, New York City......... 
Hotel Montclair, New York City........... 
Hotel White, New York City.............. 


Illinois College of Chiropody, Chicago, IIl.. 
Kirsch-Blacher Co., Inc., New York City... 
Orthomec System, Boston, Mass............ 
Simon, L, Co., New York City............ 
Vanity Novelty Works, Brooklyn, N. Y..... 


oe eee eee eee eee eee ee ee eee) 





Co., Chicago, 
Swipe vaSeeTEAs nthec bebesaatt.ciheens 58 


Lawrence, Mass............ 


but he had not found the right shade 
yet. “I can feel it,” he said, “and I 
will know it when I see it. I haven’t 
seen it yet in shoes.” 

Later he found the color and fea- 

tured it for Spring. At the same time 
he predicted that this would be the 
biggest season white shoes had ever 
had. 
At the time of this writing, he has 
been 100 per cent right, for blues were 
successful last Spring, and the months 
of May, June and July witnessed the 
greatest demand for white shoes ever 
known. 






New Nu-Matic Store 


63 
61 MILWAUKEE, Wis.—Adding to an al- 
43 | ready impressive list of shoe stores in 
63 | Milwaukee a “New Foot Comfort Sta- 
63 | tion for Men” has been opened in the 
61 | east side downtown section by the Nu- 
Matic shoe chain. It is located at 220 
$1 | E. Wisconsin Avenue. A_ genuine 
61 | “Amity” billfold was given free with 





every purchase. 
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ILLINOIS COLLEGE 


OF CHIROPODY AND FOOT SURGERY 


Convenient 
—For Your New York Stay 


Important conferences that require a re- 
laxed concentration place a cash value upon 
the livable distinction of the Hotel White— 
your New York headquarters. 


Students in Famous 
Foot Clinics of 


Hotel apartment suites of 1, 2 and 3 rooms Tabs lots sence are 
—with serving pantry. Excellent cuisine. Chiropody offers an attractive pro- Ltceted annually. 
fession in this uncrowded branch of medical science. 
Rates from $3.50 for one person Illinois College of Chiropody and Foot Surgery is 

entering on its twenty-first year as the leading educa- 

$5.00 for two persons tional institution in this specialized field. Two and 

Suites from $7.00 three year courses leading to degree: Doctor of Surgical 

+ Sic Three ett sak pl og =n 

titic equipment, excellent faculty of chiropodists, 

A short walk from the Grand Central zone. hysicians, surgeons, chemists and orthopedists. 35,000 

oot cases treated annually in foot clinics operated in 
connection with the school. 


* High school Education or the State Department of 
HOTEL WHITE Education equivalent required for ioe Reng Bulletin 
Lexington Avenue and 37th S upon request. Dept. RS10. 


. : llinois Coll i F 
New York City Lexington 21200 1397 North Clik Street” "Chicago: ines 




















Modernistic Price Ticket 


any assortment desired 


Your Choice 
of Two Color 


Saeanineione: We say “Yes Ma’am’ 
Purple with Gold 


on White with to our Cooks 
Black Figures 


or 


Red with Black Edge 
on White with Black 
Figures. 


Women cooks prepare the food for the 
Hotel Lexington restaurants. That’s why 
it’s so delicious and wholesome. And 
Lexington restaurant prices, like its room 
: rates, are sensible—35c for breakfast, 
1 dozen ‘ 65c for luncheon and $1.00 for dinner in 
the main dining room. 

$3 a day and up for Lexington rooms— 
$4 and up for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 
Boot and Shoe Recorder onan sian samen coe 
367 ‘W. Adame St. CHARLES E. ROCHESTER, General Manager 


CHICAGO, ILL. 


6 dozen 
* 12 dozen 


(Check with Order, Please) 


Merchants’ Service Dept. 
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TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


All manufacturers, wholesalers and others, 
having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 039 West 39th St., 
New York, N. Y. 


The RECORDER will then promptly for- 
ward such catalogs or letters directly to the 
inquirers. Please refer to code identifying 
number, so that we may immediately for- 
ward the information with the least possible 


Corrective shoes with steel arch 
men’s, women’s and children’s. 


Women’s popular priced shoes. 
Carton labels. 

Shoe buckles and ornaments. 

All metal display racks. 

Men’s popular priced work shoes. 
Field boots. 


High grade golf shoes with 
spiked sole. 


Men’s shoes to retail at $3.00. 
Women’s shoes to retail at $1.98. 
Football shoes. 

Outside showcases. 


Display fixtures and equipment 
for children’s dept. 


Women’s novelty shoes to retail 
from $4 to $5. 


Men’s dancing pumps. 
Wooden boot lasts. 


Correspondence course in arch 
making. 


Electric signs. 
Window dressing materials. 
Clips for price tickets. 
Resident buyers. 

System of bookkeeping. 
Shoes for active sports. 


For Your Convenience We List the 


Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers ; 
Children’s Division, State Grade: 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Orthopedic 
Soft soles 
Bunny’s 
Sheepskin turns and Prewelts 
Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Pians 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery, State Grade: 
Children’s 
Men’s 
Women’s 
Labels: 
Carton 
Woven 
Lighting: 
Interior 
Windows 
List of Union Stamp Factories 
Men’s Division, State Grade: 
Army shoes 


High cut shoes 
Moccasins 

Safety shoes 

White canvas shoes 
Work shoes 











N 1263. Schools of chiropody. 


N 1264. Printed or woven labels to attach 


to instock shoes. 


N 1265. Women’s and misses’ popular 


priced stitchdowns. 


N 1266. Women’s shoes to retail at $1.95 


and $2.95. 


N 1267. Display art panels. 


N 1268. Corrugated decorative papers. 


N 1269. Valances. 


N 1270. Booklets on leather and rubber 
industries. 
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Slippers: 
Dancing 
Dress 
Felt 
Leather 
Pullman 
Tap Dancing 
Wool 


Active Sports Shoes: 
viation 
Basketball 
Baseball 


Bowling 
Boxing 


Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 
Rubber Goods 
Resident Buyers 
Riding Boot Accessories 
Store Fronts 
Store Equipment: | 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 
Mirrors 
Stock Cartons 
Shoe Laces 
Signs, Electric 
Stock Keeping Systems 
Souvenirs: 
Books 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Findings 
Shoe Heels 
Shoe Ornaments 
Shoe Trees 
Spats 


Trade Mark Directory of Shoes, etc. 
($1.00) 


Vamp Rollers and Stretchers 


Women’s Division: 
Ballet 
Tap 


Dancing— Russian boots 


Dancing sandals 


Camping boots 
Orthopedic shoes 
Riding boots 
Sport moccasins 
Sport shoes 

Party Slippers 

House Slippers 

Wool Shoes 

Windows: 
Corrugated decorative paper 
Clips for price tickets 
Backgrounds 
Display art panels 
Floral decorations 
Reflectors 
Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 
Show card service 
Arch Support Shoe Stands 
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COMPARE 


Pelevs 8426—Selected Black Calf- 

Rin. Lesh l AA, 

FIVE-DOLLAR hi anna cs 
Men’s Shoes 


with any others on 


the Market Today! 


Check our specifications... 8467—Imported Brown 


Notice our prices... Figure your mark- Grain, Weatherwear Sole, 
Leather Heel. A, 8-11; B, 


up... Examine our patterns and lasts. 
7-11; C-D, 6-11 $3.10 


Here is a line of $5 Shoes that will 
sell... and will keep your customers 
sold, 


Grain, Leather Heel. A, 
these features 8-11; B, 7-11; C-D, 
ad . 
8405—Same in Black. 


L O e) K 8465—Imported Brown 


Cowhide 
e Oak Insoles: 


~ 1 Counters: 
one Piece Ok = 
ne 


Full Grain 
Selected Calfskin 
» Grain Uppers 
- 8407—Selected Black Calf- 
es) skin, Half Rubber Heel. 
Kangaroe . A, 8-11; B, 7-11; C-D, 
yved Fini’ ere 


R| Patterns: 


Outsoles- 
Choice 


One piec 


3/, Lined. 


Highly Imprf< 
Newest Lasts an 
cules 
Mfore Than 60 Styt€ 
| From 


to Choose 
Pelevs .. Branch I. S. Co... St. Louis 
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A LASTING ECLIPSE 


An important advance in the art of good shoemaking is made 
' possible on this new type of last. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 


When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 


The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 


The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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£ Until you’ve had LEVOR’S black satin 
. mat or glazed Brazil Cabrettas in your shoes, 
we boldly say: You have not done your best in 
merchandising. 


These genuine Brazil Cabrettas actually rival goat 
(which you know as kidskin). LEVOR Cabretta has 
a beautiful fine-grained surface and gives you 

the assurance of serviceability which mil- 

lions of pairs evidence every season 

.... PLUS a price-incentive 

that adds to profit. 


VISIT BOOTH 36 
AT THE HOTEL ASTOR 
OFFICIAL OPENING OF SPRING LEATHERS 


G. LEVOR & CO., INC. Gleversville, N. Y- 
| TANNERS OF “THE WHITEST WHITES” 








PLAIN TOES — 
STAY SHAPELY 





WITH 
SEMI-SOFT BOXES 


AIN toe shoes can look mighty droopy 
after a few months’ wear. Or they can look 

as fresh and stylish as when they left the store. 
If they have Armstrong’s Cork Boxes, the shape 
of the last is retained. There’s no falling of the 
tip of the vamp—no wrinkling or sagging to the 
contour of the wearer’s toes. Sidewall and fore- 
part remain firm. Armstrong’s Cork Box Toes 
assure lasting style and comfort in all tvves of 
shoes—dress or sport, wide toe or narrow, 
“men’s, women’s or children’s models. Wear 
a pair yourself to see and feel different. For 
further information write Armstrong Cork €% 
. Insulation Company, Cork Division, 933 Arch 


Street, Lancaster; Pennsylvania. 


THE CORDOVAN 


This attractive shell cordovan ox- 
ford, made by the Peck Shoe Com- 
pany of Worcester, Mass., has end 
boxes of Armstrong’s Cork to 
prevent sagging or wrinkling. 


Armstrong’ 


Product 


ARMSTRONGS 
CORK BOX TOES 


CINCINNATI 
St. Louis 


Cuicawo 
PHILADELPHIA 


Boston 
New York 


ATLANTA 
Derroir - 
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NO. 7450—JANE—PATENT 
White Kid lined...French corded 


8% to 12...A to D...Spring heel. ..$1.95 
12% to 3...AtoD.. Leather heel . .$2.25 


| These Kd Tne. «French corded, 12/8 covered 
GROWING GIRLS’ beh aba 

| No. 7100—Same in Misses’ and Children’s 
and ral sat Baath a 
CHILDREN’S WELTS | 

| can be ordered by wire or 

| letter with absolute cer- 

| tainty of their dependable 


. 476—TAN NORFOLK : , Z 
; Ba-LiGNT GOKED ELE quality, low price and im- 
an 474—BLACK NORFOLK 2 P 
NO. 479—PATENT mediate shipment. 
Kid lined...Mooney sole 
5% to 8...B to D...Spring heel...§ 
: oe 's to D. aay heel. 
: Na 476 a “2% to Bonn : to D....$2 


* 


NO. 5670—LINDEN—BROWN CALF 


Oak sole...12/8 leather heel 
Silhouwelt construction 
AAA to C...3 to 8 


“$3.00 


. ta WRITE FOR OUR CATALOG 
SHOWING SIXTY STYLES 
NO. 2626W—COFFEE ELK . CARRIED IN-STOCK. 


NO. 2624W—BLACK ELK 
NO. 26293W—PATENT 
Damp-proof sole...Double tip 


Bog - .A to D...Spring heel.. 5 7 
.A to D...Rubber heel.. 


: a ‘Ln 
GREEN > J 
JUVENILE _ “ 
SHOES we 
ire all Se ee 
hehe NO. 502I—NEWPORT—BLACK CALF 
f the NO. 5020—NEWPORT—BROWN CALF 
finer —- trim...Oak sole 
10/8 leather heel 
grads AAA toC 3 to 8 
a, , $3.00 
| MISSE 


mr 6FEUW RREEN 


) $3 SHOE MANUFACTURING COMPANY 
960 HARRISON AVENUE BOSTON MASS 


: Poona te Sta Neco _| 
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“Kasiest Selling — 
Workshoes In The Retin 
Workshoe Field” 


L® TTERS recently received from 
more than a thousand dealers 
sum up the Wolverine Line as “The 
Easiest Selling Workshoes in the 
Entire Workshoe Field — both a 
pleasure and profit to handle them.” 
And why not? Wolverines are the 
ONLY workshoes made with BOTH 
soles and uppers of Shell Horsehide. 
No other workshoes in the world 
like them. No other with their un- 
usual selling features. Scuff proof 
pers—and as soft as buckskin. 
Co mfortable as house slipers. Dry 
soft after soaking. Soles like spring 
cushions—flexible as bamboo. Seams 
sewed with four-ply thread drawn in- 
to the grain to prevent ripping. Ex- 
tra wear—extra comfort—and a neat 
dressy style for any 
workshoe job. 
For six years, con- 


tinuous national advertising has tod 
millions of workshoe wearers the 
amazing story of Wolverine Shell 
Horsehide wear, comfort and econ- 
omy. It is the most impressive sell- 
ing story in the work shoe field. This 
fall, in addition to Country Gentleman 
and Country Home, Wolverine adver- 
tising will appear in Successful Farm- 
ing and Capper’s Farmer—2,500,000 
added circulation. Identify your store 
with this outstanding selling story, as 
15,000 other dealers have. Sign and 
mail the coupon for full 
details. With Wolverine 
wholesale price the low- 
est in 18 years, the 
Wolverine dealer propo- 

sition is unusually 

interesting now. 


the Inner Shell 


Horsehide is the only hide that 

produces “shell leather.” This 
“shell” is Pe only in the one-sixth of the hide 
around the hips; and in one horsehide there is 
only enough “shell” to produce less than two 
pairs of workshoes. Wolverines are the only 
workshoes made in which BOTH the soles and 
uppers are made of Shell Horsehide. 


Rockford, Michigan. 
Without obligation, please forward full information for dealers, 
with special retail sales proposition. 
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